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NEXT MONTH 


@ Another Case Study in Industrial Marketing 
with Truscon Steel Company as the subject 


This company is known in the building mate- 
ls field for its eficient marketing methods and 





efective codrdination of the work of the sales 
and advertising departments. You will get lots 
f useful ideas from this study; be sure you 
read it 

® “Visualizing Purchasing Influences in Indus- 


tral Markets,” by H. L. Andrews, media man- 
wer, Ketchum, MacLeod and Grove, Inc. Here 
sa guide to determining buying influences and 
amethod of charting them to clarify the job of 
mpaign planning, copy writing and media se- 
ection. A “how to do it” article 


® A comprehensive report of the industrial 


idvertising session of the Advertising Federation 
! America convention to be held at Detroit, 
ine 12-16 See page 39 

® The Copy Chasers will analyze advertising 
Py promoting non-metallic materials 
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We know you 


@ Sure we know you—the typical hard 
working merchandising executive—and we 
have a thought for you. 

Allowing two weeks for your regular 
vacation, isn’t 49 weeks enough time to 
spend every year hidden behind a mass of 
detail? That will leave another week, part 
of which you can spend very profitably 
getting a broader outlook on your business. 


We're talking about the 16th Annual 
Conference of the National Industrial Ad- 
vertisers Association to be held in Cleveland 
Sept. 21st to 23rd. Here you can find out 
how other advertising and sales promotion 
managers have solved some of the problems 
that you must meet. Here you can find out 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


° CHICAGO, ILLINOIS 


100 EAST OHIO STREET . 







COME OUT AND JOIN THE CROWD 


how trends are moving . . . how new mar- 
kets have been built and old ones stimulated 

. how public relation difficulties have 
been simplified. And it’s painless. It’s work, 
but it’s fun. It means sitting on a hard chair 
listening to hard-headed business execu- 
tives, but it will soften your work for the 


twelve months to come. 


We also want you to bring your boss— 
the man who controls sales policies and per- 
haps says “yes” or “no” when you talk ap- 
propriations. He will enjoy the stimulation 
of the meetings and your stock with him 


will go up. 


Make up your mind NOW to come. 
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20 Reasons for Advertising 
During « Depression 


@ ADVERTISING in the industrial 
field no longer is considered merely a 
fair weather friend, but rather a shirt 
sleeve worker with forty-league boots 
performing a continuous service re- 
gardless of business conditions. 

Aside from producing immediate 
inquiries and orders, business heads 
have learned that advertising has 
many other important functions, part 
of which are as definite and as valu- 
able in times of business stress as 
when plants hum day and night. And 
t is because of these more or less in- 
tangible results that advertising to- 
day is recognized by leading industrial 
executives as a continuous sales build- 
ng process rather than an intermit- 
tent business activity. 

To management that looks to ef- 
ficiency in all divisions of its busi- 
1ess as a means to realizing profits 
ind protecting investments, advertis- 
ing has come to be regarded as the 
most economical and effective aid to 
the sales department in maintaining 
field contacts and getting the sales 
tory before the buying influences 
hen planning is in progress. 

The better appreciation of adver- 
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If any doubt exists in your mind as to the value of 
advertising during a period of business depression 
read what these twenty top executives say about it 


tising that exists today in the indus- 
trial field is reflected in the strength 
shown by business papers in compari- 
son with other advertising media. 
The basis for this appreciation, and 
why advertising should be used in 
times of depression as well as in pe- 
riods of good business, is emphasized 
by the heads of some of the outstand- 
ing and successful industrial market- 
ing companies in their answers to the 
question: “What value do you see 
in advertising at a time like this other 
than the expectancy of immediate or 


direct returns?” 


1, W. L. Batt, Presiwent, SKF IN- 
pusTRiESs, INC., PHILADELPHIA: Our 
advertising program contemplates a 
continuous presentation to the users 
of ball and roller bearings the reasons 
why SKF bearings are attractive to 
the user, and it is rather more im- 


portant that we do this in times of 
poor business than in boom times. 

A curve of the proposals in our 
engineering department _ invariably 
shows that we have more new things 
to do in bad times than in busy times, 
when customers are so occupied with 
getting out their own product that 
they have no time for developments 
incorporating new ideas. 

And so if our advertising were to 
be modified by the conditions of busi- 
ness it would undoubtedly be most 
effective for us to spend the largest 
part of our appropriation in times of 
depression and curtail in times of good 
business. Since this is not always 
practicable, we follow the practice 
of maintaining our advertising un- 
changed regardless of business condi- 
tions. 

Vice-PREs- 


2. BENNETT CHAPPLE, 
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IDENT, THE AMERICAN’ ROLLING 
Mitt Company, MIDDLETOWN, O.: 
The continuance of industrial adver- 
tising in the face of a recession in 
business always requires courage and 
faith. 


from advertising in good times repre 


Immediate and direct returns 


sent the golden fruit of the tree, but 
every husbandman knows not every 
year brings a good harvest. Cutting 
out advertising is like chopping down 


trees—bad business. Thin out when 


necessary, but don’t destroy the or 
chard. 
Changing the metaphore, thirty 


years’ experience has taught us that 
it is much better to keep the ARMCO 
flag flying than to try to catch up 
with the parade all out of breath 


when it gets started again. 


3. Russert C. Batt, PRreEsipeNr, 
PHitaperpHia Gear Works, Putr- 
ADELPHIA: It has been our policy to 
continue our advertising more for the 
purpose of protecting our past in- 
vestment and not losing the benefits 
that have accrued by our former ad- 
vertising, rather than the hope of 
getting returns at this time. 

Advertising seems to be like a 
snowball—the longer you push it, the 
greater the results, but these results 
will quickly melt away if this push 
is altogether removed. 

We believe the time is opportune 
to advertise and establish a market 


for new products. 


4, Frank A. KetcHaM, PRESIDENT, 
GRAYBAR ELeEcTRIC COMPANY, INC., 
New YoOrRK: 


trical equipment and supplies, we have 


As a distributor of elec- 


felt and feel it desirable to keep our 
name before the buyers of the equip- 
ment we sell. We believe that this 
advertising function is one that 
should be performed in depressed as 
well as in prosperous times, and we 
attempt to maintain our advertising 
on an even keel through the years. 

I might say in passing that we do 
not feel it necessary or desirable to 
increase our business paper advertising 
in boom times, and by the same token 
we do not consider it proper or de- 
sirable to reduce that advertising in 
depressed times. It is apparent to us 
that a consistent and reasonable ad- 
vertising program in good and bad 
times is very much more effective 
than a program that follows the curve 


of business. 


5, N. J. Gouin, Presipent, GouLps 
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Why, Advertise, Now ? 


“We believe that it is easier 
for a company to improve 
its position and strengthen 
its opportunities by increas- 
ing its effort rather than 
decreasing them during 
general business recession 
periods.” 
* 


..+ a consistent and rea- 
sonable advertising pro- 
gram in good and bad times 
is very much more effective 
than a program that follows 
the curve of business.” 
* 

“We sincerely believe that 
the advertising dollar dur- 
ing a period of recession is 
much more valuable than 
it is while business is good.” 


- 
“It is our opinion that one 
of the requisitions to adver- 
tising is continuity of effort 
regardless of business con- 
ditions...” 


7 


* 


Pumps, INc., SENECA Fats, N. Y.: It 
has always been the view of our com- 
pany that a fundamentally sound ad- 
vertising program should not be nat- 
urally affected by the highs and lows 
of the general business barometer. 

A well planned, carefully consid- 
ered program should be persistently 
carried out through periods of both 
good and bad business. 

We emphatically do not subscribe 
to a line of reasoning that produces 
splurges in periods of good business 
and cancellations in periods of de- 
pressed business conditions. 

We do not overlook the fact that 
curtailments are necessary in emer- 
gencies. The point which I would 
make would be that we consider our 
advertising program as a long range 
investment, and although we are in- 
terested in immediate returns, inas- 
much as Goulds Pumps, Inc., has been 
in business for ninety years, it con- 
fidently expects to be making and 
selling pumps ninety years from now. 
Therefore, our company fully realizes 
the important part that well planned 
and executed advertising in business 
papers will play in assisting us in the 


sale of our product through the years. 


6. Frep K. Taytor, Vice-Prest- 
DENT, TAYLOR INSTRUMENT Com- 
PANIES, RocHesTEerR, N. Y.: We have 
been in business for about 
During that time we have 


ninety 
years. 
passed through several of these re- 
cessions, some minor—some major. 

The country has weathered all of 
these depressions and will do the same 
So will we. 


Following each of them we have 


in this case. 


seen a revival in business, and we 
have implicit faith in the ability of 
the country to stage a “comeback.” 

That being our conviction, we do 
not intend to lose the “momentum” 
gained during years of continuous ad- 
vertising. 

For that reason, we believe in con- 
tinued advertising even in such a 
period as we are now passing through. 


7, G. C. Mitter, PresipENtT, DopcE 
MANUFACTURING CORPORATION, MI- 
SHAWAKA, INp.: Of course, in this 
matter of advertising the results 
therefrom are largely indefinite. The 
reason we continue our advertising is 
simply because of the fact that we 
want the public to know that we are 
in business, and we imagine that this 
is the only way we can do that. 


8, C. C. CHAMBERLAIN, ADVERTIS- 
ING MANAGER, JENKINS Bros., NEW 
York: Mr. Farham Yardley, our 
president, has referred your letter to 
the advertising department for atten- 
tion, 

It is our opinion that one of the 
requisitions to advertising is continu- 
ity of effort regardless of business 
conditions and following this belief, 
Jenkins Bros. has maintained a con- 
stant advertising program over a long 
period of years. 

It may be of interest to point out 
that commencing with May issues of 
industrial publications, our company 
has materially increased its schedule 
of advertising and at the same time 
is conducting one of the most inten- 
sive and extensive direct mail and 
sales promotion campaigns in the past 
ten years. 

We believe that it is easier for a 
company to improve its position and 
strengthen its opportunities by in- 
creasing its efforts rather than de- 
creasing them, during general busi- 
ness recession periods. To this end, we 
are not only spending more money 
in advertising, but we have material- 
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y increased our sales activities by 
idding several new men to our staff 
ind opening new offices with ware- 
ouse facilities in Atlanta, Ga., and 


Houston, Tex. 


9, F. W. Macin, PResipENT, SQUARE 
I do not be- 
ieve that it is possible to materially 


D Company, DETROIT: 


ncrease the company’s business dur- 
ng the recession through advertising, 
but I do believe that a continuance 
»f a reasonable amount of advertising 
s advisable and necessary. 

It has never seemed to me that at 
ny time the company could expect 
much in the way of immediate or di- 
rect return from their advertising, 
but I believe that results are obtained 
over a long period by a continuity of 
advertising, keeping the company’s 
name before prospective purchasers at 
all times. 


10, R. N. Trane, Present, THE 
TRANE Company, La Crosse, WIs.: 
We sincerely believe that the adver- 
tising dollar during a period of reces- 
sion is much more valuable than it is 
while business is good. It seems that 
it is just common sense that people 
have much more time to read adver- 
tising and to think about plans for 
the future during a period of this 
kind. 

It is also quite essential that the 
public be shown by advertising dur- 
ing a recession that a company is 


successful. 


1], L. B. Battin, Apvertisinc De- 
PARTMENT, Mason-NEILAN REGU- 
LATOR CoMPANY, Boston: While 
we have found it necessary to curtail 
our business paper advertising some- 
what, we are maintaining our sched- 
ules sufficiently to cover our major 
markets. 

My theory, to which Eldon Mac- 
leod, our president, subscribes, is that 
we must consistently keep the Ma- 
soneilan name before our prospects, 
particularly when buying is slack, so 
that we will more quickly reap the 
benefits when the upturn comes. 

Our experience is that often a pe- 
riod of months elapses between the 
uppearance of an advertisement and 
any tangible result in orders. To stop 
idvertising would have the effect of 
greatly lengthening that period—and 
consequently of delaying our part in 
the general business improvement— 
‘when, as and if.” 


12. W. C. Kine, Present, THe 
FeL_Ters COMPANY, INc., BOSTON: 
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Advertising 
in the Making 


Here's a photograph of a _photo- 
graph in the making and the applica- 
tion of the final result. Stanley White- 
way, advertising manager, Proctor & 
Schwartz, Inc., Philadelphia, directs 
the work of Lou Brangan and staff, 
Hoedt Studios. The ad, incidentally, 
is a fine example of follow-through 
after a trade show exhibit, telling 
what visitors saw and the owner 
benefits of equipment shown. The 
page is part of a campaign which 
is mow appearing in "Cotton," 
"Knit Goods Weekly," “Southern 
Knitter," "Textile World," and 
"The Underwear & Hosiery Review" 


As to our views on advertising un- 
der existing business conditions, it is 
our opinion that it is as important, if 
not more so, during a business reces- 
sion to keep our name before the buy- 
ers as well as during the times when 
business is good. 


13, E. W. Ristau, Vice-PREsIDENT, 
Skitsaw, INc., Cuicaco: Very frank- 
ly, our business paper advertising at 
this time is on a greater scale than 
at the same time of last year. When 
our 1938 program was prepared, it 
was on an increased budget over 1937. 
We have continued this program only 
because our business justifies it. Ac- 
tually, we have suffered no decline 
in volume. 

It is our theory that a continuance 
of advertising under present condi- 
tions is just good business. When 








PROCTOR & SCHWABTZ © tre - PHILADELPHIA 


business is good and everybody is buy- 
ing, as a general rule everybody is ad- 
vertising and our advertising must 
consequently compete with a great 
deal of competitive advertising, and 
in addition, greater advertising from 
all other manufacturers reaching the 
same markets as we do. During a 
period of business recession, we con- 
tinue our advertising because we must 
compete with less advertising and our 
business, very frankly, justifies the 
fact that our advertising is seen by 
more people at this time. 

Much of our advertising at this 
time is devoted to the introduction 
of new products reaching new mar- 
kets and opening up new sales oppor- 
tunities for us. It is definitely our 
intention to continue our new prod- 
uct development so that we may con- 


tinue to enjoy a greater share of the 











electric tool business that is available. 

Our advertising budget though set 
up on an annual basis, is only sched- 
uled for a period of six months. In 
other words, our first six months’ bud- 
get for 1938 is practically expended. 
We have no intentions of reducing the 
amount of money appropriated for ad- 
vertising in the last six months of 
this year. We will soon prepare the 
last six months’ program, and it rep- 
resents an increase in expenditure over 
the amount of money spent in the 
last six months of 1937. 


14, F. W. Heskett, Apverrisinc 
MANAGER, INTERNATIONAL HARVES- 
rER COMPANY, CuHuicaco: Our ad- 
vertising policy is a very simple one. 
We aim to do a sufficient amount of 
advertising to create and enlarge the 
market for our products and to aid 
our sales department in keepirig our 
factories busy. It seems to me that 
advertising for almost any product 
should be more needed in times like 
these when sales come harder than 
when business can be secured easily. 

Our thought is that in prosperous 
times when people buy with very lit- 
tle encouragement the need for ad- 
vertising is less apparent than in times 
like these when the buyer has to be 
urged and perhaps convinced that he 
needs the product. This explains in 
a measure why we endeavor to be 
consistent in our advertising program, 
whatever the conditions in the busi- 


ness world. 


15, L. B. RHopes, MANAGER ADVER- 
rISING AND SALES PROMOTION, LYON 
MeETAI 


Inu.: The management of this com- 


Propucts, INnc., AURORA, 
pany has held to the advertising bud- 
get established the first of the year 
for three reasons: 

l. Keeping up the constant flow 
of inquiries. 

2. Records which show the results 
in sales dollars as a result of these in- 
quiries. 

3. Building a backlog of require- 
ments which will help us when busi- 
ness stocks up. 

The number of inquiries developed 
per dollar of advertising expended has 
not fallen off materially, compared 
with normal business conditions, but 
obviously the quality is not so high. 

The simple method of recording and 
following through of these inquiries, 
counting the actual dollars in sales, 
is proof that the money is not being 


w asted. 







12 


Why Advertise Now? 


“Cutting out advertising is 
like chopping down trees— 
bad business. Thin out 
when necessary, but don’t 
destroy the orchard.” 
* 

... it brings us inquiries 
that give us an opportunity 
to get our propositions in 
their files along with other 
matters, so they cannot for- 
get us when they are ready 
to buy.” 


“7 


“Continuity has long been 
firmly established as the 
most necessary ingredient 
in anv successful advertis- 
ing formula, derived for true 
long-term value. Add to 
this the fact that more sales 
effort is required to get busi- 
ness during low business 
cycles and you have a com- 
plete answer.” 


* 


Many inquiries are from individ- 
uals in concerns looking ahead, plan- 
ning certain improvements which 
they will put into operation when 


Many 
are of this type at the present time, 


business improves. inquiries 
and we are glad to work on them with 


the expectancy of future business. 


16. A Sr. Paut MANUFACTURER: 
We are not extensive advertisers as 
advertising is generally known, but 
we do produce a large amount of sales 
promotion material for the various in- 
dustries who are users of our prod- 
ucts. The general theory subscribed 
to in our sales promotion department 
is the old hackneyed phrase “In time 
of peace prepare for war.” So even 
though business conditions be some- 
what below normal, we have put ex- 
tra pressure back of our sales promo- 
tion, not particularly for its imme- 
diate effect, but for the effect it has 
on our various markets at the time re- 
covery begins. 


17. W. Hume Locan, PResipENT, 
LoGaN Company, LoulsviIL_e, Ky.: 
We find that enterprising and progres- 
sive industries do much of their plan- 
ning of improvements and extensions 
during dull times such as we are 


passing through just now. They are 


then ready to go right ahead without 
delay when business improves. 

We advertise under present condi- 
tions, so that they will have Logan 
Company in their minds when they 
are making their layouts. This brings 
us inquiries that give us an oppor- 
tunity to get our propositions in their 
files along with other matters, so 
they cannot forget us when they are 
ready to buy. It also enables us to 
get our full share of the little busi- 
ness that is being placed at this time. 

We feel these are sufficient reasons 
for the modest amount of advertis- 
ing we are using in this depression. 


18. F. E. Scuiuter, Presipent, 
THERMOID COMPANY, TRENTON, N. 
J.: The theory which prompts the con- 
tinuation of our business paper adver- 
tising in the face of adverse business 
conditions is neither long nor com- 
plex. Continuity has long been firm 
ly established as the most necessary 
ingredient in any successful advertis- 
ing formula, derived for true long- 
term value. Add to this the fact that 
more sales effort is required to get 
business during low business cycles 
and you have the complete answer. 
Advertising, of course, is an in- 
tegral part of any large corporation’s 


sales activities. 


19, Ropert H. Morse, PRresipent, 
FaiRBANKS, Morse & Co., CHICAGO: 
For the most part we manufacture 
and market capital goods. Obviously, 
our products then are of such nature 
that they are not a matter of over- 
night decision to purchase on the part 
of the buyer. Oftentimes it is a mat- 
ter of two or three years during which 
It often 
takes considerable time also for the 


our selling is accomplished. 


necessary engineering to be done be- 
fore an order can be signed. 

Under these circumstances our ad- 
vertising must be of a consistent na- 
ture rather than of an opportunistic 
nature, as is often the case with a 
manufacturer of “over-the-counter” 
merchandise. 

Consequently, during good years 
we do not rise to the high peak of 
expenditures, nor during the low years 
do we drop as far in our advertising 
effort as do manufacturers of other 
types of merchandise. 


20. R. H. McCuintic, AssisTANT TO 

THE PRESIDENT, Koprpers COMPANY, 

PirtspuRGH: We have reduced our 
(Continued on Page 45) 
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W. J. RAMSEY, Advertising Manager, 
Mathews Conveyer Company, tells how 


Mathews Knows Aduertising Pays 


@ WE BELIEVE with The Copy 
Chasers that advertising should be 
considered as part of the sales effort 
and therefore advertising should be 
designed to sell. That is the premise 
on which Mathews Conveyer Com- 
pany advertising has been based for 
many years, and as a result of this 
we have been able to see the real jus- 
tification for advertising and measure 
its results. 

Our problem —nor unlike that of 
many other manufacturers of capital 
goods; in other words, our business is 
rot difterent— 

1. To reach a national and inter- 
national market, comprising all indus- 
tries. 

2. To codrdinate the sales promo- 
tion activities of three manufactur- 
ng units, including the home office 
it Ellwood City, Pa.; the Pacific 
Coast Division at San Francisco; and 

Canadian organization with head- 
juarters at Port Hope, Ont. 

3. Involving twenty-nine engineer- 
ng sales offices, manned by thirty- 
line field engineers, throughout the 
United States and Canada. 

4. To secure the best 
telling our story to 15,000 companies 


means of 


nd individuals without wasted effort 

id needless sales expense on the part 
our field engineers. 

5. To “sell” each field engineer in 
respective territory to his custom- 
and prospective customers. 

6. To obtain as many requests as 

ssible for additional data and for 

held engineers to call 
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jhews Conveyer four-page folders are specialized for each of six different industries by use of photographs on page three showing equip- 
stalled in plants representing that particular industry and copy at the bottom of page two which talks the language of the industry 


Here is a company that knows the power of advertis- 


ing because its program is designed to do a sales 
job and a real effort is made to evaluate results 


We do not consider the work we 
are doing orthodox, nor are we using 
a fixed formula of fundamentals in 
order to achieve results. We are, how- 
ever, being guided by past experience, 
which has proved (at least in our 
case) that you are dealing with men 
who are as human as yourself and, 
therefore, are susceptible and capable 
of being influenced by the right kind 
of appeal. Our deduction of the right 
kind of appeal is based on the impor- 
tance of giving the customer or pro- 
spective customer the kind of litera- 
ture he can use. Put that element of 
usefulness in it so that he will hesi- 
tate to discard it or file it promiscu- 
ously. 

We insist upon designing our ad- 
vertisements so as to effect inquiries 
for additional information or requests 
for field engineers to call; and again, 
in our case, this attitude has paid in- 
quiry dividends. For example, dur- 
ing 1937, we used space in fifteen 
publications, a number of which ran 
regular monthly advertisements, the 
remainder representing special issues, 
etc. From this source we accounted 
for 800 keyed inquiries. This busi- 
ness paper advertising represented a 
total of 66% pages of white space, 
substantiated by publicity in thirty- 








Add to 


this the results from our direct mail 


two additional publications. 


campaign in 1937; 1.e., 1,950 requests 
for a fifty-two page book entitled 
“PROBLEMS SOLVED with Mathews 
including 175 


specific requests for our field engi- 


Conveyer Systems,” 
neers to call, and you have for the 
twelve-month period an average of 
230 inquiries per month and fifteen 
requests each month for our sales engi- 
neers to call. (See IM, June 737, 
p. 27.) 

Our organization does not have to 
be told that sales promotion and ad- 
vertising represents a_ three-legged 
stool. Certainly, publication adver- 
tising, direct mail, and publicity (all 
three) played a vital part in the ac- 
cumulative result. 

Briefly, our program during 1937 
included the use of fifteen business 
publications; publicity and news re- 
leases in forty-seven business papers; 
fully 100,000 letters divided into 
eight specific mailings; a specially de- 
signed appeal handled by direct mail 
to 7,000 top executives throughout 
various industries. 

Perhaps, one reason for last year’s 
results has been our constant endeavor 
to make it easy for the prospect to 
understand our product in relation 
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he can use. 


“Our deduction of the right kind of appeal (in advertising) is based on the 
importance of giving the customer or prospective customer the kind of literature 
Put that element of usefulness in it so that he will hesitate to 


discard it or file it promiscuously. 


problem; how it 


to his immediate 
could be used to his advantage 
Our program tor 1938 includes the 


elements already mentioned, even 
though it has been necessary to re- 
duce our business paper schedule to 
meet with existing sales volume. It 
can be said here that we are main- 
taining contact via direct mail based 
on our 1937 activities. In order to 
compensate for the lack of a regular 
schedule in a half-dozen or more busi- 
ness papers, we have maintained our 
monthly advertisements in two broad 
coverage industrial newspapers; i.e., 


Industrial News 


New Equipment Digest, each repre 


Equipme nt an d 


senting an approximate horizontal 
circulation of 50,000 copies monthly. 

In one of these publications we are 
running a series of advertisements 
dealing with the application of the 


Han- 


dling Materials. In each monthly ad- 
+} 


Continuous Flow Principle of 


vertisement we offer the readers our 


book “‘Natural Laws 


duction.” 


Applied to Pro- 


In the other publication we are 
merchandising various accessories 
which we manufacture in the regular 
course of fabricating conveying ma 
chinery, such items as individual ball 
bearing rollers, wheels, trolley wheels, 
turntables, switches, etc. 

Returns from both papers for the 
first quarter resulted in 240 inquiries, 
perhaps htteen per cent more than we 
received in the same period a year ago. 


In addition to the two papers men 


tioned, we will have advertisements 
in issues of several other papers deal- 
ing with events, such as conventions, 
unusual editorial, and special issues. 
We have changed our pace, as it 
were, in planning our direct mail 
campaign for 1938. In the first place, 
1935-36-37 our D.M. 


page illustrated, two-color 


during four- 
folders 
were general in nature; i.e., illustra- 
tions represented a variety of indus- 
tries, as well as different types of 


while 


highly resultful, was in our opinion 


equipment. Such a. series, 
limited, for in many cases an inter- 
ested party could not see pictorially 
an example of the use of our equip- 
ment in his particular industry. Again, 
our field engineers reminded us that 
we were doing practically nothing to 
They 


felt, as we, even though our D.M. 


interest this or that industry. 


was reaching these industries, the 
pieces were not specific, and _ there- 
fore of no interest to the prospect. 
Our problem was perhaps a bit 
more difficult than it would appear 
here; for example, it would not be 
economically sound for us to use 
space in vertical papers to reach 
twenty-five or more industry classifi- 
cations (even though this were de- 
sirable) nor on the same basis could 
we see our way clear to prepare D.M. 
for these numerous classifications of 
industries. So we compared the break- 
down of 1937 replies by industries 
as related to our sales volume per in- 


dustry and picked six specific groups 


Back page of one of the folders promoting a request for the book; a spread 
from the book showing format and a reply card to ask that an engineer call 
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for which we would prepare special 
literature. 

On this basis, then, we also decid 
ed to use eight mailings during the 
year, as in 1937. Our list, contain 
ing about 15,000 companies and in 
dividuals, was arranged in seven divi 
sions; i.e., the six industries, which 
we considered of major importance, 
and a general group, comprising all 
other industries. 

It may be of interest to our read- 
ers to know just how we divided 
these seven groups among the twenty- 
seven field engineers and their terri- 
tories throughout the United States. 
Of first consideration was the group- 
ing of our 5,000 customers, who are 
always retained on our mailing list. 
This left about 10,000 names to be 
distributed over the twenty sales ter- 
ritories. Strange as it may seem, this 
worked out with a minimum of jug- 
gling in relation to individual field 
office quotas. Once this material was 
charted we could readily determine 
weaknesses in certain territories in re- 
lation to sales to specific industries, 
and we were able to tell our printer 
“specialized” folders to 
print for this and that industry. A 


how many 


detailed breakdown of this informa- 
tion was furnished each field engi- 
neer so that he would know as well 
as we, where he stands in relation to 
sales in certain fields. From this he 
can determine how many customers 
he has in any one of the specific in- 
dustries, and how many prospective 
customers he is reaching with each 
mailing. The detail 
plies work, of course, but in our case 


We base this 


statement again, on results. 


involved im- 
we think it is worth it. 
On Jan. 24, we made our first mail- 


ing for 1938. 


we received eleven per cent response, 


In a week to ten days 


requesting copies of the key piece, a 
thirty-two page book entitled ‘‘Nat- 
ural Laws Applied to Production.” 
In addition we received twenty-two 
individual requests to have field en- 
gineers call. These results are from 
a hand picked industrial list, our mes- 






sage dealing with an educational piece 















yf literature concerning capital goods. 

On March 7, we made our second 
mailing to the same list and in two 
weeks’ time received an additional 
eleven per cent response from individ- 
uals on the same list who had not re- 
sponded to the first mailing. In addi- 
tion, we received twenty-six requests 
for field engineers to call. Both mail- 
ings, in a period of eight weeks, 
brought more replies than our entire 
campaign in 1937, comprising eight 
Which, in 
causes us to believe that the detail 


mailings. summarizing, 
bordering on complexity is justified. 

Some readers may wonder what we 
do with the names representing replies. 
These are considered “live prospects” 
which are placed on a special list to 
receive a special letter in addition to 
our regular mailings. We endeavor 
to interest this group to ask for field 
Our 1936-37 cam- 
paign resulted in 359 requests of this 


engineers to call. 


kind, an average of fifteen per month 
over a twenty-four-month period. 


In other words, we attempt to 
qualify and develop by mail all in- 
quiries received for further informa- 
tion and booklets to the point of hav- 
ing them request an engineer to call 
before they are turned over to our 
field men. That, we consider as part 
of our job, as the field men have all 
they can do to take care of those re- 
quests we do refer to them. 

The inquiries we receive as a re- 
sult of the direct mail effort are of 
high quality because the lists are made 
up primarily from call reports and 
Thus we seldom re- 
ceive inquiries from those who might 


customer lists. 


be classified as curiosity seekers. Even 
in our business paper advertising, we 
have been fortunate in getting a min- 
imum of the curiosity type inquiry. 
As a matter of fact, it has been sur- 
prising to note the titles of the men 
who take time out to answer adver- 
tisements in business papers. Inquiries 
resulting from the publication adver- 
tising and other sources are checked 
igainst the mailing lists and added if 
not already on so that they will get the 
egular mailings and follow-ups. 
The mailing pieces are folded once 
to the 8'4x11-in. size and mailed flat 
They 


re accompanied by a. sales letter 


n envelopes without stiffeners. 


hich is carefully filled in and per- 
onalized. The stationery used for 
these mailings is lithographed espe- 
office 


istead of the home office and carries 


ially with branch addresses 
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Typical pieces of the two kinds of advertising copy now being used by 
Mathews Conveyer in broad coverage industrial papers; one sells the com- 
plete installation idea while the other promotes sale of specialty items 


the processed signature of the respec- 
tive district representative. 

A pictorial business reply card is 
used with copy specialized to get re- 
cipients to request the book and/or 
a representative; or in the case of 
those already having the book, to ask 
for a field engineer. The reply cards 
are all addressed to the home office. 
Those featuring the book are done 
in green and black on white stock, 
while those confined to requests for 
engirieers are in red and black on yel- 
low stock. These combinations and 
designs are pulling better for us than 
any we have tried. 

We are, naturally, reluctant to re- 
veal our dollars and cents results from 
the campaigns, but we can say that 
from the 275 new accounts going on 
our books in the last twelve months, 
twenty’ per cent of the dollar volume 


has so far been traced directly to ad- 


It is a difficult task for us 
to get the final answer on this be- 


vertising. 


cause of the fact that we are work- 
ing with thirty field engineers and 
numerous offices, some of which are 
inclined toward detail of this kind 
while others are not. But we frank- 
ly believe that the percentage, if it 
could be known, would be consider- 
ably greater than the one given. In any 
case, our advertising and sales promo- 
tion activities during the last twenty- 
four months have, from all appear- 
ances, paid out. 

In conclusion, the writer would like 
to point out that without the whole- 
hearted support of our management, 
sales manager, and our sales engineers, 
as well as those responsible for the 
printing, processing, and mailing, the 
results mentioned would not be pos- 
sible. No one individual can take 

Continued on Page 41) 
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Launching a New Product in 
a Recession Period 


@ THERE’S a 


judgment of business men and their 


difference in the 
ways of thinking; at no other time 
than like the present is this so ob- 
vious. And in no other field than 
industrial marketing may it be ob- 
served more strikingly. 

While some companies take advan- 
tage of a period of business recession 
to curtail promotional activities and 
“wait until things straighten them- 


selves out’—others seize upon the 


situation as an opportune time for 
action and drive forward to conquer 
new fields. 

Right now there is a splendid ex- 
ample of what can happen when the 
latter course is pursued. Let’s take 
a look at it. 

A couple of months ago, in March, 
two-page bleed spreads broke in four 
teen business publications and one 


general medium to reach SIX major in- 


dustrial markets . . . a broad cross- 
section of all industry . .. a num- 
ber of consumer outlets. The prod- 


uct was a screw, and for the first 
time in a generation or more a screw 
was news that could be made worthy 
of executive attention. 

For three years, American Screw 
Company, Providence, R. I., had been 
developing and perfecting a new type 
of screw that under the name 


of “Phillips 


the usual slotted head, this new prod- 


went 
Recessed.” Instead of 
uct had a plus-mark-shaped, tapered 
recess that had proved itself success- 
American 


ful—so much so. that 


Screw was ready to launch it even 


in face of a rapidly decreasing busi- 
ness tempo. 


In order to serve industry adequate- 


ly, four other companies had been li- 
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The Phillips Recessed Screw campaign emphasizes the 
unusual opportunities for marketing new products in 


times when business is slow and competition is weak 


censed to manufacture the screws: 
Parker-Kalon Corporation, Continen- 
tal Screw Company, Corbin Screw 
Corporation, and National Screw & 
Manufacturing Company. A _ fifth, 
Russell, Burdsall & Ward Bolt & Nut 
Company, has just been added. All 
of them put hard cash (in five fig- 
ures) down on the line as joint spon- 
sors of an advertising campaign to 
educate industry on their new prod- 
uct. They are no bandwagon-riders 
who advertise in good times because 
their competitors advertise, or because 
they have a little extra money in the 


till. No! 
alert 


They are manufacturers 


who, to buying markets, buy 
swift, overnight acceptance, and cre- 
ate demand by the fastest method pos- 
sible—good advertising. They are tak- 
ing advantage of a lull period, when 
some advertisers might be cutting ap- 
propriations, but a period in which 
men have more time to read and com- 
pare products—a period when busi- 


nesses can be made as well as broken 


What sort of a campaign would 
use the money most effectively for 
this product? 

First, before any copy theme or 
bright ideas could be generated, there 
were definite markets that had to be 
considered: automotive, aviation, 
electrical, furniture, machinery, radio. 
Six of them, based on past sales of 


They apparently 


needed six kinds of approaches 


ordinary screws. 








and another “general” approach would 
be needed to cover industry broadly. 

Now some admen and admanagers 
might be tempted to throw up their 
hands in despair and write a “general” 
campaign for all markets. It could 
be done that way. Drama and ro- 
mance could be splashed through copy 
and layouts. They could have been 
made “human.” Lots of things might 


have been done . 
The new screw head made screw- 


driving faster. It could be compared 


American's new package for Phillips 


recessed head screws carries the 
sales idea featured in the advertising 
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with the Queen Mary versus a whal- 


ng vessel... or a hare versus a tor- 
toise . . . a typically thoughtless ap- 
proach. 


Or there might be shouting about 
how much easier it was to drive this 
screw with the unique head that ac- 
tually clung to the driver. “Easy as 


falling off a log.” “Easy as taking 


spools away from a kitten” (or candy 
from a baby). “Easy as—” pick 
your own analogy. And there are 
ther similar approaches that can be 
found in the advertising pages of 
every industrial magazine. 

But American needed to get across, 
first, fundamental facts of what the 
screw would do; second, the screw’s 
cost-saving relation to production. 

For Phillips there were found three 
important functions of the screw head 
that affected every job where a screw 
was used. The head (1) made driv- 
ng faster, (2) made it more accurate, 
3) did not permit the driver to slip 
yut and mar the work. These points, 
therefore, were summed up into a 
basic selling idea: Gains Time, Guides 
Driver, Guards Work. 

But why go to the trouble of de- 
veloping a basic sales idea for a prod- 
uct that already has its own tangible 
elling feature in its unusual, recessed 
head? Because of the very good rea- 
son that it gives the heavily loaded 
salesman 


distributor something easy 


for him to remember something 
that shortens his time in explaining 
the product to a customer . some- 
thing that is easy for the customer 
to comprehend. 

And from the basic sales idea, other 
reasons-for-buying that clinch a sale 
can be built up in their natural se- 
quence both by salesman and adver- 
tising: 

Gains Time—Faster work with half 
the effort. One-hand starting and 
driving. Triple the contact between 


screw and driver. Faster driving 
method cuts time to a fraction. 
Guides Driver—As easy as point- 


Awkward 


clings to the 


ing your hnger. places 





easily reached—screw 


driver. Self-centering—no screws 
iriven crooked. 


W ork—Bet ter 


Driver can’t slip out of 


Guards work—and 
no spoilage. 
recessed head. Better holding power 
—screw sets up much tighter. 
method to 
carry that story is shown by illustra- 
Three small pictures of a job 
n process are hinged to the basic sales 


A reader-stimulating 


tions, 
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The campaign for Phillips recessed head screws was highly specialized to six 
industries representing the largest users of screws. Illustrations and copy talked 
the language of the industries so that the advertising was in complete harmony 
with the sales story used by the salesmen. The theme of the campaign was in 
terms of benefits to the user. The entire program was likewise sold to dis- 
tributors in terms of profit, using dealer publications and direct mail 


idea and the accompanying selling 


points. And another larger picture 
ties up the story with specific indus- 
try even more graphically. 

The main body copy is used to elab- 
orate further. Understand that it is vi- 
tally necessary to tell what this new 
screw is, and it is equally important to 
switch very quickly into the things it 
can do—‘“for you.” Actual case 
studies of cost savings do this. (Many 
advertisers forget to tell their ‘“own- 
er-benefits” those little points 
that quicken sales because they de- 
scribe to a buyer how the product 
contributes to his wealth, or health, 
or some other factor important to 
his life.) 

But now that the copy approach 
had been decided—what about the 
six major industries? How could the 
story be made pertinent to each of 
them? It boiled down to a relatively 
simple production problem of chang- 
ing the illustrations to fit the in- 
dustry changing 
a word or two in the _ headline 
Complete control is 
coéperation 


occasionally 


and/or copy. 
maintained with 
between copy and production depart- 


close 


ments. Broadly speaking, the copy 
is general enough for all industries 
—while the illustrations make the ad- 
vertisement seem designed .for the 
industry illustrated. 

Readers are invited to send their 
inquiries to any of the firms who 
sign the advertisement. From that 
point on—it is up to each manufac- 
turer to do his own selling. 

Three of the companies are already 
running their own campaigns, cash- 
tremendous impact 
value and work being 
done with bleed spreads and pages by 
the codperative group in Automotive 
Industries, Aviation, Electrical Manu- 
facturing, Electronics, Factory Man- 
agement and Maintenance, Furniture 
Manufacturer, The Iron Age, Machine 
Design, Machinery, Mill & Factory, 
Product Engineering, Purchasing, 
Wood Products, Wood-Worker, and 
Time. 

In addition to this, some of the 
publications mail their issues in which 
advertising appears, to the licensee’ 
salesmen to sell them on the job be- 


ing in on the 
educational 


5 


ing done. 
(Continued on Page 48) 








ELDRIDGE HAYNES’ gives 7 Ways in which 


Marhet Research Will Help You 
Sell Mere Goods NOW 


@ THI practical business man cannot 
afford to wait for orders until a ma- 
jor experiment in economics has been 
completed. Everyone needs to sell 
now—to produce more now—to hire 
more people now. And so industrial 
marketers are asking the very practi- 
cal question: “In the light of present 
day conditions, what can we do nou 
to sell more goods?” 

Some seek the answer by trial and 
eror, a tedious and dangerous proc- 
ess which sometimes results in acci- 
Others 


turn to market research and Ww hen this 


dental commercial suicide. 
1s done properly they hav e learned to 
their great profit at least seven bene- 


fits therefrom. They are: 


Select the Most 
Profitable Old Markets 


A recession does not affect all in- 
dustries alike. Some are more stable 
than others—the food industries for 
example. Some are operating at a 
high, profitable rate—the oil indus- 
tries for example. Others are build- 
ing new plants to accommodate the 
production of new products or to 
lower costs—the chemical industries 
for example. This is a good time to 
re-evaluate each market and to direct 
sales effort particularly toward those 
offering the greatest sales opportuni- 


ties under today’s conditions. 


Locate New Markets 


There is hardly an industrial prod 
uct whose uses are confined to one in- 
dustry. New technical practice and 
development is creating new sales op 
portunities every day for countless 
products. Market Research unearths 
these technical developments, defines 


them in terms of market opportun! 


*Vice-Pre MeGra H I s 
( i N York Ir ul ‘ 
ess r A in Marketi \ 
n, Washinet I Cc. 


ties, and charts the way to increased 
sales. Some engineering developments 
of the last decade as the wide steel 
strip mill, the economical process of 
manufacturing phosphate, the devel- 
opment of urea formaldehyde plastics, 
the “package unit” air conditioner, 
the small diesel engine, the develop- 
ment of frozen foods—all these and 
more technical developments have cre- 
opportunities for 


ated new market 


countless industrial products, and 
those industrial marketers employing 
alert research men have been quick to 


capitalize upon these. 


Develop New Uses 


Similarly, research men have de- 
veloped new sales opportunities by 
studying today’s problems of indus- 
try. For example—it is no secret that 
American industry recognizes a prob- 
lem in employer-employe _ relations. 
Many research minded executives have 
been alert to analyze this problem as 
a sales opportunity, and they include 
makers of dust control, ventilating 
and air conditioning equipment, wa- 
ter coolers, group life accident and 
health insurance and group annuities. 

Those who are really willing to dig 
for the facts have found new uses for 
their products in the most surprising 
places. A manufacturer of scales un- 
covers a new use by solving the prob- 
lem of balancing automobile connect- 
ing rods; a rubber manufacturer un- 
earths a new use for high pressure 


hose by solving a problem for oil 
companies eager to drill 10,000 and 
12,000 feet deep. The possibilities 
ot developing new uses when a re- 
search man goes out to study indus- 


trial problems are really unlimited. 


Find New Sales Arguments 
While 


cities, its utilities, its highways—w hile 


America was building its 


population was increasing ata rapid 


rate—the industrial marketers sales 


problem was largely competitive. 
“How to get my share?’”—that was 
the question. Since America has 
grown up, since our population curve 
has smoothed out almost to a _ hori- 
zontal line, in short, since the rat 
of growth has fallen off, we have a 
second problem—namely, how to cre- 
ate a market, how to persuade indus- 
try to modernize, to discard obsolete 
equipment and methods; how to sell 
new, faster, more economical, more 
efhcient ideas, methods, practices. In 
short, how to justify the economics of 
our case. 

Recently I asked the president ot 
an important machine tool manufac- 


“How 


many of your salesmen can prove to 


turer two questions: First, 
engineers the superiority of your ma- 
chines?”” He answered: “All of them 
can.” Then I asked: “How many of 
your salesmen can sell a board of di- 
rectors on a sound replacement pol- 
icy?” He replied: “Perhaps one.” 
Here indeed is a field for the research 
man—to discover the sales story need- 
ed to create appropriations and to get 
them spent. 

Every machinery manufacturer to- 
day has dozens of “pending” orders; 
every one has hundreds of customers 
and prospects thoroughly sold on the 
competitive superiority of their ma- 
chines—but everyone is asking “how 
can we persuade management to ACT 
We cannot afford to wait for 


What 


is the compelling story that will move 


now?” 
prosperity. We must sell now. 


management to ACT now? 


Improve the Product 


The commercial history of this 
country is filled with tragedies caused 
by the complacency of top executives 


Continued on Page 44) 
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Trends in the Yse of Movies 


Shorter, “home-made motion pictures are being used 


in the 


By JOHN K. CRIPPEN 
Assistant Advertising Manager 
DE VRY CORPORATION, 
CHICAGO 


@® EIGHT THOUSAND 


naires, sent to leading American in- 


question- 


dustrials, brought an eight per cent 
response—and an abundance of in- 


teresting information, revealing a 
number of significant trends in pres- 
ent day use of industrial motion 
pictures. 

In answer to the question, “Do you 
films?” a large 


produce your own 


percentage of manufacturers  an- 
swered in the affirmative. In many 
cases, however, the services of an out- 
side producer are utilized for the more 
elaborate dramatic productions or for 
‘dubbing in” sound to pictures pro 
duced by the company’s own motion 
picture departments. 

This class—i.e. manufacturers con- 
sistently making either all or part of 
their film releases—represented about 
thirty per cent of the total number of 
firms using pictures W hich answered 
the questionnaires. 

It is interesting to note that many 
»f the industrial film users stated that 
mnly recently they have begun to 
nake their own productions—due in 
part to the fact that sources of infor- 
mation on film products and camera 
technique are more available than in 
the past; also, the expense of pro- 
lucer made films necessitated “home- 
nade” productions. 

The survey showed, too, that many 
tf the smaller organizations have 
gun intensive use of “Industrials”— 


The D. F. 


ton, steel building manufacturer, for 


Gallagher Company, Bos- 


xample, recently turned to movies on 
small scale, for instruction and sales 
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For the short film which is growing in popularity as a means of demonstrating 
important sales points, small movie projectors and miniature screens like 


this one make ideal equipment for 


promotion. The films of this rapidly 
growing firm are not in any sense 
Hollywood productions, but are short, 
straight-from-the-shoulder releases de- 
signed to show to building prospects 
the important phases of parts manu- 
facture and the erection of Gallagher 
industrial structures. 


shoot various phases ot manufacturing 


Said Francis J. Gallagher, 


operations, together with exterior 


shots of erection procedure.” 

The films are used to accomplish a 
twofold purpose: “to give workers an 
opportunity to express constructive 
suggestions for better production, in- 
creasing the efficiency of our own 
workers by visual analysis of them- 
selves at work . and secondly, to 
educate the prospect, entertainingly 
telling him that there is an outfit 
capable of handling anything in their 
specialized field.” 

Films of this company are made 


entirely by its own personnel, equip- 


a set-up right on the executive's desk 


ment comprising two cameras, nine 
photofloods, three spotlights, filters, 
dissolve and fade-out devices, align- 
devices, etc. 
Films cost as little as $35 apiece! 

The Galion Iron Works, Galion, O., 


also produces its own films, with the 


ment gauges, titling 


aid of three cameras and a miscella- 
neous assortment of the usual lights 
and titling, and camera accessories. 
The 16mm. silent releases are used 
for instruction of Galion’s sales de- 
partment, and also to promote sales 
Carefully 


scripts are used in the preparation of 


among dealers. prepared 
the films. They are circulated among 
both foreign and domestic sales or- 
ganizations. Twelve to twenty films 
are made each year. 

The growing use of inexpensive 
“home-made” films is supplied in the 
following, the company quoted pre- 
fers to withhold its name: 

“We manufacture an extensive line 


of surgical supplies, and have a par- 
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This battery of cold-reduction mills in action is shown in a new sound movie 
now being used by the sales department of The American Rolling Mill Com- 
pany. The film emphasizes the pioneering and development work Armco has 
done and interprets its flat rolled products in terms of their wide application. 
Portable 16 mm. sound projectors are used by trained men from the home 
office to make showings scheduled by the salesmen. The film runs thirty 
minutes and was produced for Armco by Tri-State Pictures, Inc., of Cleveland 


ticularly strong competitive situation 
to cope with. However, the movies 
which we are constantly using have, 
we are sure, proven to be an excellent 
sales accessory. We make all films 
ourselves, and use eighteen sniall, si- 
lent projectors W hich our representa- 
tives carry with them to doctors’. 
veterinarians’ and dentists’ offices, as 
well as to hospitals 

“Films are particularly acceptable 
to all those professions, as they por- 
tray latest surgery technique in which, 
naturally, our own instruments are 
used .. . They run about fifteen min- 
utes, on the average, and are made 
entirely by a trained cameraman in 
our employ, who also understands 
technique of surgery, and is himself 
an M.D.” 

A number of concerns, like the 
surgical steel equipment manufacturer 
just cited, have turned only recently 
to the less pretentious type of pro- 
duction. With careful, painstaking ef- 
forts, former costly mistakes and dis- 
appointments have been eliminated. 

A list of 2,500 associations, about 
1,800 of which represent associations 
of manufacturers, were included in 
the questionnaire  circularization. 
Questionnaires returned reveal a grow- 
ing tendency on the part of co- 
operative groups to use motion pic- 
tures in codrdinated selling and pub- 
licity efforts. 

A number of important advantages 
of associations’ film campaigns are 


pointed out: 


First of all, there is the matter of 
expense. Said an official of one of the 
newer textile machinery associations: 
“Many of our members have wanted 
tor years to use motion pictures to 
tell the South’s interesting story of 
cotton. Individually, expense prohib- 


ited our telling this story in the way 
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we believe it should be handled. Col- 
lectively we have been able to produce 
and distribute through Y. M. C. A.’s, 
schools, colleges, churches and other 
groups several excellent feature-length 
sound films on the growing and selec- 
tion of cotton and its use in the tex- 
tile industry in the manufacture of 
garments, etc. . . . The films have 
proven of great benefit to association 
members in stimulating cotton mar- 
kets and in creating public conscious- 
ness of the excellence of cotton prod- 
ucts and aiding us in the sale of our 
equipment.” 
Answering the “Please 


< 


question, 


check methods of distribution,” 


thirty-eight associations contributed 
some interesting data. At least fifteen 
of these left the matter of distribu- 
tion entirely to the association itself, 
the association handling all booking, 
promotion and publicity and forward- 
ing such leads or inquiries as may 
have developed (in mimeographed 
bulletin form) to all members partici- 
pating. 

In many instances, however, indi- 
vidual association members cooperate 
fully in publicizing and promoting 
the films, including in their direct 
mail campaigns literature which de- 
scribes the film releases, and card 
fill-in forms to be used as requests for 


showings. 


Twenty-three of the associations 
using motion pictures handle distribu- 
member 


tion exclusively through 


firms. The distribution methods of 
an industrial iron culvert manufactur- 
ing association will serve to illustrate 


“We have 


through experience, that our various 


this method: found, 
members are better prepared than we 
are to properly put across our film 
programs. While our publicity depart- 


ment supplies all promotional mate- 





rial on manufacturing of culverts, 
and applications, the members them- 
selves handle completely all details 
of distribution and promotion. We, of 
course, handle publicity both to the 
consumer market and to our mem- 
bers, to sell them on the advantages 
of aggressively using and exploiting 
late picture releases. 

“Member their 


own sales and prospect lists, do a 


firms, who keep 
great deal of their own promotional 
work. The shows prove an invaluable 
means of culverts both to 
civic groups or more directly to pur- 


selling 


chasing agents or influential execu- 
tives.” 

Another fact of significance in the 
rapidly changing conditions in indus- 
trial film use is found in the growing 
tendency to utilize two general types 
of productions: First, the feature- 
length entertainment film, designed 
primarily for consumer use; secondly, 
the less expensive twelve-minute to 
twenty-minute picture which uses no 
elaborate sets nor expensive talent. In 
some cases a silent version is used— 
where the nature of the film is purely 
visual, and the few explanatory re- 
marks needed can be added in the 
form of sub-titles. A few longer in- 
structional films with running time 
up to an hour were noted. 

The Pennzoil Company, furnishing 
feature-length productions for con- 
sumer showings, utilizes both types of 
films. 
tional 


Departing from the conven- 
method of having specia! 
“dealer versions,” the Pennzoil people 
have found it advisable to use special 
films for dealer promotion—a _pro- 
cedure which is becoming more and 
more widely accepted by alert indus- 
trials. They are finding that a con- 
sumer show must be definitely de- 
signed for the consumer—a strictly 
entertainment publicity film; and that 
a dealer film version, adapted from 
the consumer-style narrative produc- 
tion, does not make as effective a 
story. 

Skelly Oil’s 


“Service” is 


recently released 


strictly in this latter 
category—-was produced by its own 
(using 


organization, and “sounded” 


an off-stage voice) for music and 
background. 

Pure Oil Company, Standard Oi! 
Company of Indiana, and_ other 
major refiners have also lately adopted 
the same procedures—or, rather, are 
showing a more marked tendency to- 


(Continued on Page 49) 
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Make Distributor Relations Profitable 


A definite sales policy—healthy inter-industry re- 
lations — selective distribution — price maintenance — 
will make distributor business profitable to all 


@ 1 AM speaking as one who be- 
lieves that industrial supply distribu- 
tors are economically justified. First, 
about “‘Policy”—that can mean much! 
Sales policy is of the utmost impor- 
tance. It is an absolute necessity in 
order to derive the benefits that are 
possible in selling through these dis- 
tributors. Develop a sales policy and 
stick to it, at least stick to it until 
you make a constructive change in it 
and then stick to that. When you 
do develop a sales policy—for good- 
ness sake “Tell the world.” Above all 
don’t vacillate. 

In some industries I know that dis- 
tributor relations are not in a healthy 
condition and to the members of those 
industries I say look within yourselves 
for the answer. The day has passed 
when manufacturers can blame all 
their troubles on to distributors. If 
conditions within an industry are un- 
satisfactory, then relations with dis- 
tributors will undoubtedly be like- 
wise. But remember, improvement 
comes in slow, gradual steps and is 
often discouraging in its progress. 

I believe the social order of the day 
forces us to consider industry compe- 
tition as of primary importance—let- 
ting individual competition take care 
of itself. Each industry should get 
itself in a healthy condition so that 
ndividual effort is worth the effort. 
Why struggle to get business if it is 
unprofitable? I have never seen vol- 
ume without profit pay dividends. 
Why work to secure a new distributor 
if you have nothing profitable to offer 
him, and consequently no incentive 
for his coéperation and effort? 

Let me give you an actual case— 
One of the best industrial supply 

From an address before the American 


=upply and Machinery Manufacturers As- 
ciation, Pittsburgh, May 11 


NDUSTRIAL MARKETING, June, 1938 


By H. F. SEYMOUR 
Vice-President 


THE COLUMBIAN VISE 
& MFG. COMPANY 
CLEVELAND 


salesmen in Cleveland representing a 
big house called on us the other day 
and during the conversation said, “A 
certain competitor must be crazy or 
else made an exceptionally good ‘buy’ 
of a certain line, for his prices are 
ridiculously low. I reported it to my 
superiors and then forgot if and the 
line, and am devoting myself to sell- 
ing items on which we have a profit. 
If anyone asks for a price on that 
item—I quote him, but that is all.” 

Now, gentlemen, think of the dif- 
ference between a salesman selling a 
line and merely offering it on request 
—then multiply that by all the indus- 
trial supply salesmen in the country. 
If a whole industry is in bad shape— 
then no matter what an _ individual 
manufacturer does, he is dragged down 
in the gutter with the others. It 
is the old story—a chain is no strong- 
er than its weakest link. 

There are three types of manufac- 
turers. One, the kind that makes 
no pretense to being anything but a 
gyp every day of the week and Sun- 
day—another, one who goes to 
church on Sunday and puts on a good 
front, but who squirms around during 
the week trying in devious ways to 
cheat but not get caught. And then 
the one who goes to church on Sun- 
day and is a decent citizen all the 
time. 

This last fellow is the one who can 
be counted upon and on whom we 
must lean for anything worthwhile 


in the long run. If we could all 
constantly think of the long pull and 
forget the temporary advantage! It 
is the temporary advantage that sets 
the pace and starts dragging the whole 
structure down to its level. 

But we have passed the wish- 
ing stage. Better relations and profit 
is our goal. A constructive selling 
policy by every member of an indus- 
try is the answer. It is not the de- 
tails with which we are concerned, 
but the broad fundamentals. 

Questions asked and the comments 
made by distributors throughout the 
country indicate an intense interest by 
distributors in two major subjects: 

1. Selective Distribution 

2. Suggested Resale Prices and 

Their Maintenance 
and also others of somewhat lesser 
importance, 

I believe implicitly in selective dis- 
tribution. I would rather have a rel- 
atively few distributors selling my 
product than a large number merely 
stocking it. I am selfish in this and 
believe that it produces a greater vol- 
ume. You cannot have something for 
nothing. 

For example, one manufacturer sell- 
ing mill supply, hardware jobbers, au- 
tomotive jobbers and plumbing sup- 
ply houses had 1,400 accounts. A 
study of his sales developed the fact 
that 138 of these provided sixty-five 
per cent of his total volume; 103 
about twenty per cent of the total 
and the remaining 1,159 accounted 
for only fifteen per cent. In other 
words, out of 1,400 accounts 241 rep- 
resent a volume of eighty-five per 
cent. 

By limiting outlets in a given area 
and by giving a distributor protec- 

(Continued on Page 50) 
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{A) Double fold letter used by Curtis companies 
to sell their dealers on the advertising campaign and 
to get them to make effective use of dealer helps 








Join the Letter Clinic 


What uses do you 
make of letters? 

What do you do 
when a customer stops 
buying? 

What do you do to 
get customers to buy 
additional items? 

What do you do to in- 
troduce your product to 
prospective users? 

What 
when 


laturn ? 
QOwrni!: 


/ 


do you do 
| slow 


saiesmen 


Have you some 
unique use to which 
you have put a sales 
letter successfully? 

We are interested to 
know the part which 
sales letters play in any 
of these situations with 
you. Therefore, please 
send in samples of let- 
ters you have used to- 
gether with a_ short 
statement of the use for 
inclusion in this depart- 
ment. The more mate- 
rial received, the more 
helpful this service can 
be to users of sales 
letters. 








@ NO MATTER what the size or na- 
ture of a business, there is hardly a 
single enterprise, the volume of which 
could not be increased up to double 
were a real program of sales letters 
used intelligently. 

That’s a pretty strong statement, 
but there are so many evidences on all 
sides that point to its truth that I 
repeat it. I care not whether one 
manufactures baby pins or steel sheets, 
automobiles or go-carts; or whether 
you be service station operator, milk 
man, barber, or even the undertaker 
—you can zoom your sales if you will 
use letters! Obviously you must use 
letters plenty, often, and well. 

And now, lest it be feared that I 
am indeed sticking my neck out, let 
me show a few examples, and upon 
checking these over see if there is not 


a lot to be said on this subject of 


A Dozen 


letters and their sales producing pos- 
sibilities. 

How about those sales calls which 
received no letter follow-up? How 
about those accounts which stopped 
purchasing some particular item, even 
though they still continue as custom- 
ers on other items? How about those 
customers of yours who were written 
up in magazine items or articles? How 
about all those hundred and one op- 
portunities that present themselves 
constantly for a good will letter en- 
tirely apart from a sales message? 

How about those salesmen of 
yours? You give them a pat on the 
back now and then, perhaps a mention 
in a bulletin—but how about a week- 
ly or bi-weekly personal letter to each 
one? They’d appreciate it mightily, 
and work a lot faster because of it! 

I could make this list almost end- 
less. But instead, I'll take two stories 
from life to show how it actually 
works out. One, the outstanding suc- 
cess attained by the president of one 
of our few “up and coming” rail- 
roads, whose letter-writing propensi- 
ties have received considerable men- 
tion during the four short years he 
has held that office. 
letters and his personality, he has 


Through those 


brought to his road, life that it would 
More than 


not otherwise have had! 
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12,000 people he has met in four 
years, and letter acknowledgments 
and requests to practically all of 
them and many others besides have 
built friends for his road! 

From the Southwest, we go to 
Maine, for the next true story. It is 
the story of a district manager who 
had the state of Maine as his terri- 
tory for an industrial product. Now, 
one would not get unduly hipped up 
over the industrial possibilities there 
with no other territory to depend 
upon, yet this man made it pay! So 


or More 


much did he make it pay, that for 
six years he led the sales force of fifty 
men in his company by a healthy 
margin! And those six years start- 
ed with 1929! 

So much business did he sign up, 
that his competitor closed out its local 
office there and arranged to have that 
area handled from a distant city! So 
much business did he sign up, and so 
well did he sign it up, that he could 
go to Bermuda every spring for a 
month, and have that month’s sales 
as good, if not better, than if he were 
on the job! 

Now, why, and how? He had sales 
ability, yes, lots of it. But, it’s an 
interesting thing that he had, and 
has written more letters than any oth- 
er man on that sales force! Every 
Saturday morning he sat down to 
his typewriter; letters poured from it 
during those three hours! Letters to 
those accounts he failed to connect 
with on the trip just ended. Letters 
confirming and further explaining 
those points about that new product 
he had introduced a day or two back. 
Letters to others he expected to see 
shortly, telling them messages of live 
interest. Letters, letters, letters. 

And, in speaking about these two 
instances—it was not form letters 
that made their success! Each and 





































a VCL-COT WASTE -BASKETS 
KEYSTORE TRUNK Femme 
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a Remy Rerin 


Consistency of effort is most necessary in a sales 
letter campaign, but above all, letters should talk ee se 


in thie neighborhood and annot receive our pr 
over the strong buaszing noies......... ®, 


naturally and with regard to the reader's interests Dd you over receive « semplaint ihe this? 


Of course you know that strong bussing noise 
pions up by radio receivers is statio radiated by MEN 
ube when fastened to a metal back with copper wire, but 
you gay not know that this interference can be entirely 
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every letter written was personal— You've Got to Sell : Sach dee the Cente Caataates Uameebeey a8 © 
. - ’ 
built-to-order—made for the occa- More Than One... PHRNOLITE is an excellent electrical fire-proof 
<s } | i | e : jootesee — eye SS ae yoy oe coageotren, 
! > re > , > "4 > = r re, 8 mec ce as stro 
sion! We all have had plenty of experi Portherwere, it ie seshantealiy es streag serena + is 
7 ; e it is more attractive than tal, with it t 
Many of us are handicapped a lot ence with the truth of the old state- ror black finish, PHENOLTTE can be coved, asiites” canes 
. . » iki » h } and assembled as easily as metal. 
by lack of proper facilities for get- ment that more than one person on 1. Ons of the Lergeat mamafectorere of HEH signe 
; : ‘ e - - : says: "We are sed to state that have had = 
ting out all the letters we should like. the buying side of the fence usually plaints on any signs bakelite equipped: Frankly speaking 
. . P je = : - we believe you are missing a market to large sign manufae- 
And, too often, we fall back on form is a factor in making a_ purchase. turers producing quality signs*. 
Z i ‘ : ee We will gladly eubait le t 
paragraphs, which may defeat the Therefore, it is really refreshing to wents if you will send us specifications. Business reply 
: 7. ‘ = envelope is enclosed for your convenience. 
genuineness of our writing eftorts— look over the series of three letters 
: : . ° » Very truly yours, 
the personal touch so much needed, submitted by G. Millard Lang, Na- mn tee een eenen 
so longed for! tional Vulcanized Fibre Company. 4 
[ say that last feelingly. For, I Here both continuity and a real sales S. @. Mackett, Gates Sanger 
could mention at least two dozen letter selling job on three different rs 
firms with whom I have been doing factors has been done in consistent 
business for years, from whom I have fashion. 
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in Remy REFER TC 


Gentlemen: 


How many sales could you close tomorrow if 
you could guarantee your NEON sign to be free of static 
interference? 

‘ 

. ea a \ a a Radio stores, tap rooms, restaurants, in fect 

never receiy ed a sin gle letter that was I he first letter ( l ) went to chief every business where radios are sold or used for enter— 
. tainment would once more become fertile fields for your 





oo " : a ee . : . » rs . Th lier h ti he t 
not a form letter, unless it were a engineers, and back it came with a engeemee. Sas goeriine ben guestees Slee Fe See 
. - ° ' . . PHENOLITE (laminated bakelite) for the back of the sign. 
point of detail or payment! And, four per cent return requesting sam- 
d ; 2 | } a ee -— gg wag > be oe 
2re > 2e or " > > C > a > set up between the tube and a meta ok. lec cally 
there have been a number of oppor ples. The second letter (2) shot home Oe ne ee Ge oe arity 
. - . . 4 fabricate and assemble it the same as metal. It will last 
tunities or specially written etters ( ales anagers, and « ( ee eC longer, no rust or corrosion. 
unities f I ll ‘itten letter to sales managers, and a fourteen per 
ae - . “p re , > re > , The mi -black finish of PHENOLITE actuall 
during that time. cent return was the result. The third he FN hy 5 1 
. k : i letter ( 3 ) h 1S just been sent to pu r turer —_ Mo do = vive it any ener 4 a = a 
. ra 22 ae) > a « a cost after showi ow oh more attractive es wit 
So muc h hav e I been impressed on : dakelite faces" locke then & sign with metal feces. 
this subject, that I have made more chasing agents. by using PERSOLITE for the beck, you have thres 
” | | Perh Ips the most ple ising thing sound sales features: non-interference, longer life, better 
> e a aly > or - d © 2 é appearance. With these new features you can convert a 
and more eftor C ate y to use per son } ‘ . » | } s k je lot of lost sales into orders. Why not give it a trial? 
. . > > > > Y need 1 il the busi 1 4 t t 
illy written letters, and it has been about this series of letters, I think, is ee eee 
gratifying to watch the increasing their consistency. They stick to the Very truly yours, 
favorable returns sales points in which the type of indi- NATIONAL VULCANIZED FIBRE COMPANY 
vidual to whom they are addressed L. tom 
OS. - C, Hackett, 
would naturally be interested. I ven- Sales Manager 2 
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ture to predict that this sort of a 
sales letter job, over a period of time, 


The double-fold letter (A) which will net its user a sales return that . — . . 











Len Blake of the Curtis companies will many times justify the effort. 
uses to sell their dealers on the ad- One thing above all else that a WrartanGron,Dent-SA. PUENoUTE 
vertising efforts they are putting series like this emphasizes is, how easy ss Benpeeeesen nen 
° o = . - ° . ° Piwyet -1 KEYSTORE TRUNK FEE 
forth, is worthy of several stars. The it is to do a perfect selling job in a = ruqsenas VoLeasuneD OOS 
reverse side lists and illustrates all the sales letter. You can, in this manner, me ok bane 
cuts, signs, literature that are also do a sales job almost commensurate 
ivailable to the dealer. with what you might hope to accom- hiaiiniiai 
We have seen lots of letters mer- plish were you to sit down and talk qutuen henmues of andi baserdarenas out up teteee 2 Oia 
—_ ~ 9 — " “ . ~ . > _ tube and the metal back, you'd probably say, "So what?* 
chandising the manufacturer’s ad- to all these various buying influences 
lai , >the rere th lway ssible covey ehtntuase tate suasee Gigcinapes toe Glee te tee” 
ertising to the dealer, but there’s together—were that always possible, trely eliminate this statte dtgcharge, you wight be in- 
. ¢ . rhac ra ke , 5 71 
omething about the make-up of this which we know is not so! But if we told you a large manufacturer of NEON 
. ‘ . M f this kind of consistent LA entirely Hyper sep oo potage orl Epon , 
2 - pc > I > OLI (laminated bakelite or e ck o 
nece that makes it stand out. Neat- ore oO you doubtless would like to secure a piece of this envorial 


done in two colors, blue and black, sales letter work and the sales letter Ser your engineer to test. 


Phenolite is strong mechanically, is impervious 


“1] +e ” = é 
ofters a real thought. will go to town better than ever. patsy — aoe, and actually improves the appear- 
r > interesti re urall If ill send cificati 411 
It Ww ill be interesting as we go along Let Letters Talk Nat a Y you a sample of PRENOLITE - on wet duakanoun om A... 
dl - ° ‘ se inet to your own satisfaction that PHENOLITE will eliminat 
» see how others handle this same We are getting so used to seeing static and get back for you a lot of those lost customers. 
p roblem. (Continued on Page 46 ) iia reply envelope is enclosed for your 


Yours very truly, 


INDUSTRIAL MARKETING, June, 1938 NATIONAL VULCANIZED FIBRE COMPANY 


Ki they ha 











viewpoint, will help make today’s sales job easier 


and more resultful. 


Maybe a good sales manual, built from the selling 


Here's a guide for building one 





Ten Elements to Consider in 
Building Sales Manuals 


@ THE most helpful sales tool that a 
salesman can have is a sales manual 
that imparts the selling viewpoint, 
that talks the salesman’s language, and 
is crammed full of the _ brass-tacks 
kind of talking points he actually uses 
in working on a prospect. 

A sales manual is not—and never 
was—intended to take the place of a 
salesman. Nothing can do that. It is 
intended to support the salesman in 
his claims and statements; to build 
enthusiasm, to provide ideas, and to 
stimulate his inspirational thinking. 

The modern sales manual should be 
designed as a reliable handy source 
book of selling, upon whose many and 
resources the 


varied salesman may 


draw with confidence and ease in 
building up a substantial case in favor 
of his company. 

Too many sales manuals are designed 
as a sop to the vanity of top execu- 
tives, rather than built upon the bed- 
rock of the salesman’s day-to-day con- 
tacts in the field. Too many sales 
manuals are concerned largely with 
the historical genesis of the company 
and the back-slapping autobiographies 
of its executive staff. They contain 
too much “We, Us & Co.” and too 
little “You & Yourself.” 

Everything has its place—particu- 
larly in a good sales manual—and most 
of that place and space had better be 
reserved for sales-making ideas, data 
and verifications. The practical sales 
manual has a definite place in the sales- 
man’s strategy, both for offense and 
defense; and its helpfulness and value 
increase in direct proportion as it is 
denuded of superfluous vanities and 
stripped for action at the salesman’s 


beck and call. It trains him, educates 
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him, supports him, and inspires him 
with a combination of practical busi- 
ness, technical and sales information. 

A good working sales manual adds 
to the mental abilities of the wide- 
awake salesman the plus qualities of 
the sales manager, the advertising 
manager, the factory manager and the 


entire executive staff! 


1. Objective of the 
Sales Manual 


The objective of the modern sales 
manual is to help salesmen to sell, to 
learn how to sell, and to feel like sell- 
ing. This objective may be divided 
into three parts: 1. The continual 
training of salesmen, new and old. 2. 
The continual building of knowledge, 
power and morale. 3. Providing the 
specific sales helps that every salesman 
requires. 

Granted that the three-fold objec- 
tive of a sales manual is to help the 
salesman to make more sales, how can 
we accomplish that purpose? 

First, give him a book that is con- 
venient to carry; that he won’t be 
ashamed to open in front of his pros- 
pect, if necessary; that places at his 
finger tips all the vital facts and fig- 
ures, technical data and testimonials, 
charts and curves, swatches and pho- 
tographs that he knows he can refer to 
and find without the slightest delay or 
confusion. 

Second, show him and tell him— 
not once, but continually—how to 
use it in his daily selling; how it will 
help convince his prospects with the 
aid of visual proofs; how it will help 
create interest and desire; how it will 
cut down sales resistance; how it will 


make his closings easier and more cer- 
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tain. Gradually instill in his mind 
the thought that breeds a sub-con- 
scious confidence in his source book. 
Then he may come to realize that 
when he /ells a prospect about some- 
thing new, he can back up his state- 
ment with his sales manual, show it to 
the prospect and thus “prove it with 
proofs!” 

The sales manual that packs enough 
of a punch to be used also as a visual 
sales presentation is doubly effective. 
The principal part of the presentation 
may be kept in the opening section, 
easily accessible, and divided from the 
rest of the manual by an index sheet. 
Thus, the balance of the sales manual 
material may be used and referred to 
quickly and conveniently in whatever 
pictorial or factual support is neces- 
sary in the sales presentation. It is 
even possible to have the sales manual 
equipped with an easel back so that in 
making a sales presentation it can be 
stood up at eye level to make it truly 
visual. This is not only more efh- 
cient, but decidedly more interesting 
and effective! 

Now for the creation of the sales 


manual itself: 


2. Its Physical Appearance 


What form and what size? The 
pages may be pocket size, 4 x 7 inches 
—leaflet size, 6x9 inches—or letter 
size, 8'4x 11 inches depending 
entirely on how and where it is to be 
used and the character of the material 


it will contain. 
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Is'it to be a temporary manual, to 
be discarded after a short period and 
replaced by an entirely new issue; or 
s it to be a perpetual manual, which 
may be kept continually up to date 
by adding and replacing pages? 

If the former, it may be issued in 
tight bound form, either stitched or 
stapled or wire bound. If the latter, 
it will be issued loose-leaf in some 
style of ring binder or quick-operating 
post binder, so that pages may be easily 
inserted and removed. The decision 
between these two forms is largely a 
matter of personal opinion, but the 
weight of preference is heavily in fa- 
vor of the loose-leaf, or perpetual, 


style of sales manual. 


3. The Index 


The sales manual will be indexed 
with protruding tabs so as to provide 
quick and easy reference for the sales- 
man. This is important! 

The index system should not be 
complicated or voluminous, or it will 
defeat its own purpose. As a matter 
of fact, all that is necessary in its sim- 
plest form is a basic subject index of 
from six to ten tabs, which may in- 
clude some of the following subjects: 
Sales Presentation, Products, Catalog 
Specifications, Prices, Sales Promotion 
Helps, Advertising Helps, Direct Mail 
Helps, Sales Bulletins, Charts and Pho- 
tographs, Testimonials, Company In- 
formation, Training Helps. 

The index tabs might be in differ- 
ent colors, so as to make it still easier 
divisions 


to pick out the various 


quickly. It is surprising how rapidly 
one learns to associate certain colors 
or shades with their related subjects. 

It might even be advisable to add a 
section number to each index tab— 
trom one to ten, etc.—so that new 
sheets may be numbered accordingly 
to facilitate insertion in the proper 
section. In addition, each new sheet 
might also be dated, so as to furnish 
proof of its reliability; and it might 
carry the phrase, in the upper or lower 
right hand corner: “To replace sheet 
number—or sheet dated—so-and-so.” 
This helps to remove deadwood and to 


keep the book up to date. 


4. Mechanical Make-up 
There are five common ways of re- 
producing pages for the modern sales 
manual, each one of which has its 
place and its purpose: 
They may be printed, with or with- 
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Westinghouse entry in the World's 
Fair Motorcade held in New York 
April 30, which received the award 
for the best float typifying produc- 
tion. The trophy was a stainless steel 
replica of the Fair's trylon and peri- 
sphere on ebony base given by 
McGraw-Hill Publishing Company to 
each of the prize-winning floats in 
the industrial division of the motor- 
cade. The Westinghouse float depicts 
the story of electricity in a monster 
cogwheel mounted between two 
massive horse's heads in alabaster 
papier-mache; giant fists reining the 
horses on either side symbolize 
man's control of electrical power 


out illustrations to support the text. 
If a large number of manuals is to be 
made up, this is not an expensive 
process. 

The pages may be multigraphed. 
Such pages have the advantage of be- 
ing not only a little less costly, but 
also they convey a desirable impression 
of informality. 

A highly interesting type of page is 
to be had by the planographing proc- 
ess, which reproduces any kind of 
printed, typewritten, hand written or 
Such 


pages can be made to look extremely 


photographic page in facsimile. 


interesting. 

Another type of page is that pro- 
duced on the mimeograph, which re- 
produces pages from a typewritten or 
hand drawn stencil. While not so fine 
in its finish, it has the distinct advan- 
tage of being highly informal and in- 
teresting, and it can easily be touched 
up with rough sketches, diagrams, 
cartoons to add further to its infor- 
mality and interest. Such pages are 
also inexpensive, which is worth con- 
sidering when there are only a few 
pages to be made up. 





Indeed, even ordinary typewritten 
pages may be used; and in cases of 
urgency or emergency one could even 
go so far as to send out good clear 
carbon copies. Pages like these indi- 
cate by their very character the urgent 
bulletin-like nature of their contents, 
and can be just as important and just 


as well considered as printed pages. 


5. Color of Paper 


Here it should be suggested that 
the color of the paper is worthy of 
thought. While most pages are white, 
one could very aptly use two or three 
different tinted shades to indicate dif- 
ferent classes of information. 

For example, if the sales presenta- 
tion were included in the book, all 
pages devoted to this section might be 
on a tinted stock of pleasing appear- 
ance and good visibility. Price pages 
might be on a different colored stock; 
and sales bulletins on still a different 
shade. 

The advantage of these colored pa- 
per stocks is evident. They are easily 
picked out; and this is a tremendous 
advantage when and if a salesman uses 
them in his presentation and is in a 
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hurry to find some particular section 


or page at the psychological moment. 


6. Page Style 


It is vitally important that pages 
shall be easy ¢o read and to under- 
stand. 

It is also advisable for pages not to 
appear too monotonous. Page after 
page of solid printed or typewritten 
matter presents a cold, forbidding as- 
pect that assuredly does not invite at- 
tention or interest. It actually repels 
consideration. 

If solid matter is necessary, pages 
should be broken up with headlines, 
captions and sub-captions, either in 
the center or in the margins; as well 
as frequent paragraphing and an occa- 
sional underline or section of indented 
matter. 

The ideal pages, of course, are those 
which have an occasional touch of hu- 
sketches, 


diagrams, 


manizing interest, such as 
illustrations, cartoons, 
graphs, curves, charts, check marks in 
black, red or blue, etc. 

Incidentally, people sometimes ask: 
“How many pages should a sales man- 
answer is: 


ual contain?” The proper 


“As many as are necessary.” 


7. Writing Style 

Another thing that has a definite 
psychological effect on the salesman is 
the style of writing that the page pre- 
sents. If sales manual pages are too 
formal, too dull, too pedantic, they 
produce an unfavorable effect and tend 
to stifle the salesman’s interest. 

A page that is addressed to the sales- 
man in the field must be written in a 
straight-from-the-shoulder style that 
will appeal to, and coincide with, his 
own salesmindedness. A free-and-easy 
style is greatly to be preferred over a 
so-called literary style. 

An every-day conversational style, 
using the salesman’s language, with 
plenty of practical cases and specific 
examples, has a first-class chance of 
getting under the salesman’s skin. 
After all, the purpose of a good sales 
manual is to reach into the salesman’s 
consciousness and strike home again 
and again the points we are eager to 
make; and how better can we do that 
than by talking to him in his own 


idiom? 


8. Who Shall Contribute? 


Here we discuss probably the most 
argumentative of all questions sur- 
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EDISON STEEL STORAGE 


John Coakley, advertising manager 
of the storage battery division of 
Thomas A. Edison, Inc., finds Gov. 
Homer A. Holt, W. Va., left, paying 
a visit to Edison v.p. George E. 
Stringfellow in their exhibit at the 
last American Mining Congress 


rounding the subject of sales manuals. 

The person or persons who write the 
sales manual will either make it or 
break it! That is easily understood. 
Unfortunately, the sales manual is in 
much the same predicament as the ad- 
vertising—many persons like to play 


But the 


person who enjoys “playing” with it 


with it because they enjoy it. 
is not necessarily the best one to 
write it. 

A general statement is not always 
respected. But if we were to run the 
risk of much critical comment and 
dare to lay down at least one hard- 
and-fast rule, it would be this: “Keep 
presidents, vice-presidents and all gen- 
eral executives away from the sales 
manual.” Sell them on the idea—by 
hook or crook—of restricting their 
participation to okaying the appropria- 
tion and the finished job. Then you 
can go places and do things! 

This is not intended to mean that 
such executives shall not contribute to 
the sales manual at all. By all means, 
they should. 
must be held in line with the direct 


But their contributions 


objectives of the sales manual, and 
should at all times be subject to the 
editorial blue pencil. 

Who shall wield the blue pencil? 
Who shall write the sales manual? 

There are three persons ideally fitted 
for editorship. First, the sales man- 
ager within the organization. Second, 











the salesminded advertising manager 
Third, the salesminded outsider with 
the proper perspective, experience and 
writing ability. 

The sales manager, if he has som: 
writing ability (or if he can have the 
writing done by a competent assist 
ant) is by temperament, experienc: 
and viewpoint the No. 1 man for the 
job. Unfortunately, however, the 
sales manager is usually so occupied 
with the duties and details of his regu- 
lar job that he does not have the nec 
essary time to devote to this all-impor 
tant task. 

Therefore, the No. 2 man (who in 
many cases becomes the No. 1 man) 
for the job is the advertising manager, 
but only if he is distinctly salesminded. 
This latter caution is added because 
some advertising men are too literary 
in their style and perspective to do a 
good job of writing a practical sales 
manual. 

The third good possibility for the 
job is the 


writer and sales counsellor who has 


competent outside sales 
the necessary sales background and, 
most important of all, the unbiased 
outside viewpoint. With this outside 
viewpoint and inside experience he can 
do the necessary research work, make 
the desired contacts throughout the 
organization without fear or favor, 
and turn out a sales manual that is 
worthy of the name! 

Naturally, no sales manual is writ- 
ten entirely by one man. 

The editor arranges for the neces- 
sary desirable contributions from the 
executive staff, the production depart- 
ment, the advertising and sales depart- 
ments, the sales force itself, and from 
desirable outside sources. 

These basic contributions are sup- 
plemented or replaced from time to 
time by ‘current letters, bulletins and 
contributions in forms that 
tend to keep the sales manual vitally 


various 


alive, interesting and up to date. 
Where outside counsel has been used 
to make up the original sales manual, 
it is usually not difficult for the sales 
manager himself, or his assistant, to 
supervise the additions and replace- 
ments that must be sent out at regu- 
lar intervals to keep in step with new 
developments. 
9. Merchandising the 
Manual 
Next in importance to the job of 
(Continued on Page 54) 
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Has Been Pre-Selected and “Packaged” 


Your Railway Audience 








Railway Age 


Published every Saturday. 
Edited from the executive, 
operating and managerial 
standpoint, and read by rail 
way executives, operating of 
ficials, purchasing officers and 
department heads men who 
control railway policies and 


approve major authorizations 
and expenditures. 


Railway Mechanical 
Engineer 


Published monthly Devote 

exclusively to the problems of 
the railway mechanical de 
partment officers who select 
and specify equipment and 
materials (including shop 
equipment) used in the con 
struction, maintenance and 
repair of locomotives and 
ears 


Railway Engineering 
—and Maintenance 


Published monthly Devoted 
to the interests of the rail 
way engineering and main 
tenance officers who are re 
sponsible for the construction 
and maintenance ef roadway 
track, bridges, buildings and 
other fixed railway properties 


Railway Electrical 
Engineer 


Published monthly Devoted 
exclusively to electrical prob 
lems of the steam railroads 
and is read by the men who 
specify, install and maintain 
heavy electric traction. alr 
conditioning, shop electrical 
equipment, locomotive head 
lights and turbo generators, 
train lighting and general il 
lumination 


Railway Signaling 

Published monthly Devoted 
exclusively to the problems of 
railway signal officers and 
their staffs, who are respon 
sible for specifying, installing 
and maintaining signals, in 
terlocking, centralized traffk 
ontrol, car retarders, et 
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N the railway industry there are certain specific groups of 
railway men who control and influence purchases of YOUR 
products. These are the men you want to reach. Whether 
you sell to one or several branches of the industry, your par- 
ticular railway audience has been pre-selected and “packaged” 
for you by the Simmons-Boardman departmental publications. 


Each of these railway publications is devoted exclusively to the 
interests of a specific branch of the vast railway industry, and 
each one has a specialized circulation of men who authorize, 
specify, and influence purchases. Thus these publications 
enable you to select and reach your own railway audience with- 
out waste ... and to tell your sales story in terms of the inter- 
ests and problems of your railway customers and prospects. 


NOW is a particularly strategic time for you to conduct an ad- 
vertising campaign to influence the broad trends of railway 
buying . . . and to establish and maintain acceptance and 
recognition for your products. Place yourself in a position 
to reap the greatest benefits from the resumption of large- 
seale railway buying—buying that is imperative if the railroads 
are to continue to render the service the public demands. 


By making an adequate campaign in the Simmons-Boardman 
railway publications an important part of your selling efforts, 
you will pave the way for increased railway sales of your 


products. 


All Publications A.B.C.-A.B.P. 


ittiitililosiitiatiirte Publishing Corporation 
30 Church Street. New York, N. Y. 105 W. Adams Street, Chicago, Ill. 


Terminal Tower, Cleveland 
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aad ROCESSES don't run on union hours. They 
get started, and they keep on going. That's 


a peculiar thing about the process industries. 


When a sixty thousand pound batch is charged 
to a still, that still keeps going until the batch runs 
out. And when salesmen all over the country phone 
in orders, the plant keeps going until the orders are 


filled. 


So what? So you can't expect to sell equipment 
when process plants are running overtime. No 
sensible plant man will shut down a unit to tie in 
new equipment—he'll patch up the old one with 


whatever is handy, and keep on running. You 





havent got a chance to sell when business is good. 























































And is business going to be good? You of the boom—or miss out on many juicy orders. 


know darned well it is. Exactly when is a Take your choice. 

problem, but we have our opinions, based on And—when it comes to selling—remember 
facts that point toward a booming Fall and that INDUSTRIAL AND ENGINEERING 
Winter. You can have your opinion, and we CHEMISTRY delivers over 18,000 actively in- 


wont quarrel at all—because when doesn’t terested readers to the siren song of your ad- 


vertising. This is over 20% more readers than 
really matter. 
you can get with any other process industries 


The whole point at issue is that business is publication. 


going to be good, sometime. And that you To make your advertising sell more goods 


cant stop a plant to make changes. Which —use 1 & EC. To give your advertising a 
means that you will either do your selling ahead chance before the boom—use I & E C now. 
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“New England Paper Mills Bank- ‘MaelIntire, Hardin and Oldham 
rupted”’—“Acid Industry Revital- propose selectively calcined dol- 


od . 
ized”°—“Government Project Finds omite as preferred form for 
No Takers.” For Southern pines adding magnesium to fertiliz- 

4) ers. 





grow fast, give good white paper 
EELQQNE cheaply. provided salt cake is cheap. Maybe you didn’t know it, but mag- 


And salt cake is cheap provided there esium is an essential to healthy 


il SEEQ|AL ic a market for hvdrochloric acid in Plant growth—in many soils is con- 

= icuous by its absence. > are just 

Bei 7 : ' sufficient quantity. And phosphate SPICUOUS by its absence. We ar — 
eng an account of some of the waking up to the fact that something 


rock is the electric-furnace food for 
TVA’s fertilizer, economical pro- 
vided no better way to get soluble 
phosphate out of the rock is found. “tA new system of filter constants 
Messrs. Fox and Clark may have a_ is presented by McMillen and 
bomb-shell, because they find that Webber.” 

“Monocalcium chlorophosphate hydrochloric acid plus phosphate — FjJters we have had with us for years. 
is suggested as a new concen- rock equals fertilizer, at low cost and Byt even with all our experience, 
trated fertilizer by Fox and_ without TVA’s electricity, leaving plant operation does not follow test 
Clark.” plenty of salt cake for Southern results in consistent fashion. Now 
Not much excitement here, as it paper industry. It ought to be a we know why, and our 18,000 read- 
stands, but consider the possible good scrap, folks, and profitable, too, _ ers will profit thereby. Many equip- 
alternate titles. ““TVA Collapses’— for someone. ment makers will also. 


Industrial and Engineering Chemistry 


Reinhold Publishing Corporation 


wonders that come to pass in the 
June Industrial Edition, with due re- 
gard for our limited understanding 
of things chemical. 


ought to be done about it. And 
I & E C readers will be the doers. 
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Value of Advertising 
In Business Depressions 


@ SEVERAL articles and stories in this issue 
give impressive reasons for maintenance of ade- 
quate advertising programs during periods of 
business recession. Two of these articles defi- 
nitely record the experience of advertisers actu- 
ally receiving a better volume of qualified in- 
quiries now while buying is slack, than when 
business was more active. These stories should 
give plenty of food for thought and ample ma- 
terial and evidence for use by advertising man- 
agers, agency executives and publication repre- 
sentatives where proof is needed of the value of 
advertising right now. 

Weighing the reasons given by the twenty top 
executives for continuance of their advertising 
programs on an effective basis, one cannot help 
but be impressed with the clear thinking ad- 
vanced by these men. Much of it is just plain 
common sense, but it assumes new importance 
and value because of the great lack of it on the 
part of so many “brass hats” who either don’t 
understand what advertising is all about or are 
content to sit back and wait for conditions to 
straighten themselves out. Those who pursue 
the latter course are quite likely to wake up and 
find some of their more aggressive competition 
moved up in the parade and hard to overtake. 

One point that management should recognize 
above all, which is one of the best reasons for 
advertising in a time like now, is that while pur- 
chasing orders are not actually being issued, buy- 
ing plans are being formulated and specifications 
for materials and equipment actually are being 
written in plans which will be released for exe- 
cution on short notice as soon as business senti- 
ment takes a change for the better. But then it 
will be too late to do a selling job to get this 
business as no one will wish to delay their ex- 
pansion and modernization programs long 
enough to again open up the matter of speci- 
fications. 

That is only one of the many good reasons for 
keeping an adequate advertising schedule work- 
ing hard in an off-business period, but it is one 
of the most obvious and tangible reasons because 
it may be seen working in every company which 
is thinking of its future. Add to this the evi- 
dence offered in this issue that advertising which 
is designed to do a selling job is uncovering more 
sales prospects now than in normal times, and 
the advertising manager should have no difficulty 
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in stepping up his program for the last half of 
1938. 

Advertising is a protection against loss of mar- 
kets, and some day management will no more 
think of allowing it to lapse than it would permit 
insurance to run out and expose its property in- 
vestment to the hazard of loss. Markets and 
sales, like any other kind of property, need con- 
stant protection whether business conditions are 
currently good or bad. 


N. 1. A. A. Conference 
Assumes New Importance 


@ THE annual conference of the National 
Industrial Advertisers Association has become 
one of the most important meetings of all organ- 
ized advertising activity because of the useful 
and factual type of program which features the 
three-day session. Promoting the sale of indus- 
trial goods is now recognized as one of the most 
vital problems confronting business not only at 
this particular time, but always if industry is to 
make important strides forward. With this real- 
ization comes recognition of the need for better 
understanding and additional knowledge of 
effective marketing procedure. And such is the 
thought which guides the building of N.I.A.A. 
conference programs and makes them invaluable 
to the men who are entrusted with the greatest 
sales job that ever confronted this country. 

The annual meeting of the national organiza- 
tion of industrial advertising and marketing men 
has become known as a conference in its truest 
sense, and not the usual type of gathering more 
generally known as a convention. Men attend 
the N.I.A.A. conference to put in and take out 
practical, useful ideas which mean dollars and 
cents to their businesses. Those who have at- 
tended these meetings never miss one if humanly 
possible to be there, because to do so is to lose out 
not only on material assistance, but on a spiritual 
inspiration which many members value far 
above all else as a stimulant to greater achieve- 
ment in their work. 

Under the general chairmanship of Stanley A. 
Knisely, director of advertising and sales promo- 
tion, Republic Steel Corporation, Cleveland, 
committees are rapidly shaping another N.I.A.A. 
conference which no man, regardless of title, 
who is interested or concerned in any degree with 
the promotion and sale of industrial goods can 
afford to miss at Cleveland, Sept. 21-23. 
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INDUSTRIAL MARKETING ANNOUNCES 


THE ESTABLISHMENT OF 


Aunual Awards te Business Papers for 
Pullishing Achievement 


ITH the desire to stimulate greater thought on the part of business paper pub- 

lishers toward improving their publications both editorially and physically, 
to make them more appealing and useful to their readers, and thus more effective 
as advertising mediums, INDUSTRIAL MARKETING will conduct an annual con- 
test with this objective and establish three Awards for Publishing Achievement. 
The awards, in appropriate material form, will be given to publishers of the 
business papers entering the contest and adjudged best under three entry classi- 
fications: 


























] For the best series of articles, editorials, or general 
" editorial campaign around a definite objective. 


2, For the best single article or editorial pertinent to 
* the advancement and welfare of the field served by 


the paper. 


3 For the greatest improvement in typography and 
*" format and general appearance. 


Honorable mentions will be given under each classification and signified in 
the form of framed certificates. A jury of awards will decide the winners and 
presentations will be made at the annual conference of the National Indus- 
trial Advertisers Association, to be held this year at Cleveland, Sept. 21-23. 


The jury of awards will comprise Julius S. Holl, adver- All entries must be submitted on or before August 1, 
1938, to INDUSTRIAL MARKETING, 100 East Ohio Street, 
Chicago, and be accompanied by letters of trans- 
mission setting forth the objectives of the material being 
entered, and so far as possible, the accomplishments 


tising manager, Link-Belt Company; William E. McFee, 
chief copywriter, The American Rolling Mill Company, 
Middletown, O., past president of the N.I.A.A.; Walther 


Buchen, president, The Buchen Company, agency; or reactions received. Material entered must have 
Harvey A. Scribner, president, Russell T. Gray, Inc., been published within the twelve months preceding 
agency; and William F. Kittridge, director of design the closing date of the contest. Additional information 
and typography, R. R. Donnelley & Co., printers. on any points in question will be furnished upon request. 







INDUSTRIAL MARKETING, 100 EAST OHIO ST., CHICAGO 
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Men of Metals 
@ IT’S NOT very fair of us, 


have but one article a month to turn 


who 
out, to start it off by saying that 
metal advertising reads as if written 
tired of 


by people who are pretty 


writing about metals and—with ex- 


ceptions—have nearly exhausted all 
the fresh ways of doing it. 

A great deal of metal advertising 
sounds as though it comes from the 
same advertising agency—one of those 
agencies that has a “formula,” and 
the formula is as workable by the 
eighth assistant office boy as by the 
copy chief. 

Just to show how unfair this criti- 
cism is, suppose we pick on The Amer- 
ican Rolling Mill Company, a com- 
pany whose advertising we've always 
admired—and still do. And as we 
pick on it, we can’t help remembering 
a few words written to us by Bill Mc- 
Fee (in charge of Armco copy)—a 
few words that we thought so highly 
of, we used them as the climax of 
the “O.K. As Inserted” sound slide 
film which some of you have seen. 
Anyway, one part of what he wrote is 
this: 

“Advertisement writing is a brain 
product and, being such an offspring, 
will always reveal its ups-and-downs, 
its ins-and-outs. While this is never 
an excuse for slovenly and thoughtless 
work, it does explain why no series 
of advertisements will ever really rate 
a theoretical four-star badge. Here 
and there you can point to a single 
standout performance, but the aver- 
age drops for a period of sustained 
writing simply because the brain and 
the imagination never have and never 
will achieve the near-perfection of a 
machine. 

“Advertising writers, as you know, 


have periods of great sterility as well 
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as periods of great fertility, and un- 
fortunately not all advertisements 
can be written when ideas are popping 
and words are crackling.” 

Well, Armco advertising illustrates 
its copy chief’s point. “Super Strength 
for Big Drainage Jobs” is one of the 
. “Now 


retaining wall 


“downs” . even greater 


economy in design” 
must have been conceived during a 


and “This is 


no ‘Pipe Dream’” for Armco spiral 


period of sterility 


welded pipe (picture of a man smok- 
ing a pipe) is something be downright 
ashamed of. 

But because so much of Armco’s 
(and so little ad- 
general is Al), we're 


advertising is Al 
vertising in 
convinced that it wouldn’t do any- 
body much good—Armco, us or you 
— if we went picking through the ad- 
vertising for metals looking for the 
especially good and the especially bad. 
Instead, let’s try to find out how 
the various big metals companies use 
what 


advertising—and, in general, 
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The Copy Chasers look for Winners 


among Metal Advertisers . . . Find a few 
and a Number of Interesting Advertising Methods 


styles they follow. There may be a 


cue somewhere for all of us. 

Some of these companies of metal 
are big and important almost beyond 
comprehension—their business is yours 
multiplied a thousand times—yet 
what are they, and why should you, 
the hypothetical customer of theirs, 
like to trade with one rather than the 
other? The answer may be that loose 
word “personality” or it may be the 
brand of cigar the salesman carries, 
but somebody at any one of these 
companies ought to be able to get 
pretty excited about what his com- 
pany stands for and to convey that 
feeling he has to the rest of us. 

Aluminum Company of America, as 
conscious as anybody that the promi- 
nence of its position makes it ideal 
for sharpshooting, takes care to han- 
dle well such subjects as “Our Role 
in the Aircraft Industry.” It starts: 
“Today you take for granted the use- 


fulness of Aluminum to aeronautics. 


But . . . when Aluminum was seri- 
ously proposed for aircraft construc- 
tion, aviation designers wanted 


proof.” It continues, “When Charles 
Martin Hall 
duced their first ingots of Aluminum, 
they could hardly sell their metal at 
any price until they had proved it 
could be rolled, cast, shaped into use- 
ful forms. To prove the point, they 
had to do the rolling and casting and 
shaping themselves.” 


and his associates pro- 


Later on: “The industry worked 
out designs based on the potentialities 
of Aluminum. Then it became our 
responsibility to make the capabilities 
of Aluminum serve practically, eco- 
nomically and reliably in all the many 
forms needed by the industry.” And 
see the way the ad is closed; com- 
pare it with the way others have 
handled the same subject: ‘The work 


























CHANGE OF 


... FOR INDUSTRIAL 


ldvertisement ) 


Cheap Power at Boulder Dam, Bonneville, Grand Coulee 
—Cheap Raw Materials —Beckon to the Engineers 
and Executives of the Chemical Process Industries 


There’s a new gold rush to the 
Pacific! 


the “‘Forty-niners,” modern industrial 


Echoing the enthusiasm of 


pioneers are invading the promised 
land beyond the Rockies. 

Already established in the West, 
ind drawing upon its rich resources, 
are petroleum refineries, pulp and pa- 
per mills, electrochemical and metal- 
lurgical works, lime and cement 
plants, rubber factories, sugar refin- 
eries, and other large producers—in 
all, more than 1300 of them, and 
still they come! 


What is the What 


whispered “Bonanza” has started this 


attraction? 


trek across the country? 
Obviously, the answer is new, cheap 
ind abundant POWER . . 


unlock the vast hoards of raw mate- 


power to 


rials still awaiting industrial develop- 
ment... power to convert the bounty 
of nature into the consumer products 
of the world. 

Under the mighty shadow of Boul- 
der Dam—the World’s 
power plant developing 380,000 horse- 
power has been built. On the upper 
reaches of the Columbia, Grand Cou- 
lee—the behemoth of power dreams 
now under construction—will ulti- 
nately have a power capacity of 
2,645,000 horsepower. Bonneville, at 
the mouth of the Columbia, will add 
600,000 horsepower to this total. . 


greatest—a 
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and back the river up so far that 
ocean steamships will be able to push 
85 miles inland from Portland! 

But the romance of power isn’t all. 
Rich deposits of minerals—limestone, 
barytes, salt, bromine, potash and bo- 
rax, phosphates and magnesium; fuel, 
water and low cost transportation 
sing the song of profits for business 
enterprise . . . and industry is answer- 
ing the call. 

So significant is this trend to the 
Chemical Process Industries, that 
Chemical & Metallurgical Engineer- 
ing, one of Industry’s great papers, 
is devoting an entire issue in Septem- 
ber to industrial progress in the eleven 
Western states 

To gather first-hand 
for this issue, Chem & Me?’s editor- 
in-chief, Sidney D. Kirkpatrick, will 
take an extended trip through the 
West this summer. Included in his 
projected itinerary are Carlsbad, N. 
M., with its important potash devel- 
opments; Southern California for pe- 
troleum, lime and cement, ceramics, 
borax and salt; Bonneville; Grand 


information 


Coulee; and on into Idaho and Mon- 
tana where new phosphate operations, 
comparable to those in the Tennessee 
Valley, are getting under way. 
Editor Kirkpatrick will be accom- 
panied by Dr. Paul D. V. Manning, 
Chem & Met’s Pacific Coast editor, 








ADDRESS 


BUYERS 


and one of the best-known chemica! 


engineers in that territory. Their eye- 
witness reports will be supplemented 
by plant stories from outstanding au- 
thorities in their respective fields. 

The September “3rd Pacific Coast” 
issue of Chem & Met will give the 
executives and engineers of the Chem- 
ical Process Industries the up-to-date, 
first-hand information they are seek- 
ing about the new promise of the 
Pacific Coast. It will fully describe 
all the new developments of the 
West; re-value its chemical resources; 
and establish its growing importance 
as of today, in terms of chemical en- 
gineering advancement. 

Some 200 advertisers in this issue 
will benefit from the concentrated in- 
terest of the chemical engineers al- 
ready in the West; of those who are 
moving West; and of those who won- 
der what the West holds for them. 

They their complete 
line of products, and tell this eager, 
about 


will display 
production-minded audience 
their Pacific Coast installations 
how they are contributing production 
economies there as examples of how 
they can contribute production econ- 
omies anywhere. Will you be among 
them? 

If you would like to have more de- 
tails about Chem & Met’s 3rd Pacific 
Coast issue, or if you want to know 
more about the Chemical Process In- 
dustries as a market for your prod- 
ucts, write to the Market Research 
Department, Chemical & Metallurgi- 
cal Engineering, McGraw-Hill Pub- 
lishing Co., 330 W. 42nd St., New 
York, N. Y. 
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STAINLESS 


continues. It must. It is our role 


in the aviation industry; the facilities 


for research and fabrication are one 
piece with the production of the vir- 
gin metal. The usefulness of the 
metal to you is part and parcel of 
the technic i] cooperation Ww hich xoes 
Can't you visualize a 
company of men—not just a 
company? Aluminum Company 
lives in this piece of copy written 
by John F. Spencer of Fuller & 
Smith & Ross, Inc., Cleveland. 
The American Brass Company has 


with ys 


1 broad job of selling the Anaconda 


trade mark and the variety of prod- 


whole of 


ucts it represents, to the 


American industry. Typical is a 


four-page insert in full colors, pro- 


“Foremost in Copper and 


W hile the 
facts 


claiming: 
Brass 


is impressive and the 


Research.” tormat 


about 


Everdur, Tobin Bronze, Beryllium 


Copper and*Ambrac are dutifully reg- 
lacks the fire 


istered, still the insert 


that you might reasonably expect 


from such a company. 

It’s odd, too, that in an institutional 
piece of this nature, American Brass 
forsakes the style of signature it has 


spent thousands of dollars to make 


its own. I verdur and Anaconda 


Copper appear in countless ads in the 
same characteristic script, but not in 
the big job. On the other hand, the 
insert wasn’t considered too dignified 
(as many would consider it) for a 
crackerjack coupon with which, very 


to request bulletins. 


W eak 


behind the 


easily , 


Armco is a little when it 


tackles the “men prod- 


uct” theme—coming out with the 


“endless testing, experimenting and 


tenacity of purpose” type of copy that 
you'll always find 
“Armco Metals 


So much more 


somehow or other, 
over a signature like 
—Born of Research.” 
believable is the “product” story, “A 


New World 
starts off: “In 1913, a 


in Stainless Steel,’ which 


British metal- 
new lining for 


lurgist, searching for 


naval guns—” There’s the start of 


some interesting reading. Perhaps it’s 
significant that the latter example 


was published in Time, the former in 
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Why 
when you talk to industry? 

Bethlehem Steel’s 
the “well-played-old-fellow’ 


industrial papers alone. go stiff 
advertising is of 
school, 
with 


conventional, stiff. “In keeping 


this company’s policy of utilizing 


every advance in steel-making prac- 
tice” and so on. 


takes 


‘Tough materials? 
them in its stride” 
Under Abuse” 
Rotary-Club 
there’s plenty of 
that 


Bethlehem 
and “Omega Thrives 
are what we call 


Usually, 


evidence somewhere in the copy 


headlines. 


Bethlehem Steel has plenty of owner- 
benefits, but maybe the writer himself 
convinced by his 


little 


wasn’t sufficiently 
supply of copy facts to write 
color into them. 

Bliss & Laughlin appears to be just 
“Modern, 
methods of 
Bliss & 


“extreme 


one more company with 


closely-controlled pro- 
duction and _ inspection.” 
Laughlin wish to imply that 
accuracy and uniform quality” do not 
go into competitive products. Can 
Bliss & Laughlin be described only by 
such indefinites? 


A. M. Byers 


iS sophomoric. 


Com pany’s advertising 
“Byers Wrought Iron 
sweetens corrosion problems” is a case 
study concerning American Sugar Re- 
fining Co. This must have pleased 
another 


New s 


Producers.” i e 


the boss since Byers ad 1s 


titled “Sweet for Sour Crude 


been working on 
the railroad for 33 years” is the solilo- 
quy-by-the-product type of ad that 
shouldn’t be attempted by anyone less 
Don Herold, 
Mum campaign for men. 

Steel Foundry is 
that talks about itself as 


trouble 


than who writes the 


Lebanon another 
of the few 
much as its product. The 
with Lebanon is that it talks /o itself. 
“Leadership’s Great Protector—Integ- 
rity” and copy such as “Internal in- 
tegrity—sound from the inside out— 
that is a characteristic of Lebanon’s 
product” doesn’t 
That’s 
president, not the public. 


We think Republic Steel Corpora- 


tion misses the boat in its attempt to 


paint a picture. 


copy written to please the 


describe to us the stuff that it is made 


ot. “Save Your Money—Time”’ is 
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the everyday headline to an everyday 


piece of copy starting ““When you’re 


looking for an alloy steel to do a spe- 
cific iob, you'll save time and money 
by asking the advice of Republic 
metallurgists.” 


A bored copy writer must have writ- 


ten “Economize Without Compro- 
mise,” ““Alloy Experience removes all 
shadow of doubt,” “What took us 


years will take you minutes,” “Ex- 
perience that points the way—Quality 
that paves the way.” And a recent 
spread in Business Week looks more 
like U. S. Steel than Republic except 
that “Improved Steels and Steel Prod- 
ucts that are helping to build profits 
for industry” is not the type of in- 
headline that U. S. 


sub-heads are 


definite would 
pass. (Some of the 
“Soda Fountain Owners’ 
Eyes are Shining,” “Relief from In- 
digestion for the ‘Iron Horse’ ” ‘‘The 
Widest Steel Sheets 


neat captions under pictures of prod- 


o.k., though: 


Available” are 


uct uses. ) 
Joseph T. Ryerson’s ads came out 

of Drawer K—“Uniform High Qual- 

“Uniform High Qual- 


“Outstanding 


ity Assured,’ 
ity—at no Extra Cost,” 
Achievement,” “The New Era _ in 
Steel,” 
a Life-style format can’t work up any 


are rubber-stamp stuff. Even 
whee in the copy department: “Au- 
tomatic operation and increasing pro- 
duction speeds emphasize the need of 


greater uniformity and higher qual- 


ity.” 
“Bring on your New Models—we’re 
S. Steel at the auto- 


with 


cries U. 

“with 
good steels, with ample capacity.” But 
Steel ads that had 


much to do with the company itself. 


ready!” 
makers, metallurgists, 
we found few Big 


This surprised us—but proves how 
you can create a character for your 
by the dignified-yet-enthu- 
Siastic Way you advertise your prod- 


company 
ucts. 


Creating Acceptance 


"Il say for these men 
know they have a 


One thing we 
of metal—they 


selling job on their hands, and that 
the best way they 


can be useful to 
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their sales department is to put across 
the advantages and uses of their va- 
rious products—not only to their cus- 
tomers but to their customers’ cus- 
tomers. 

Aluminum Company has a swell 
campaign addressed to the commer- 
cial car market. “Don’t Keep a Den 
of Truckosaurs!” is the negative— 
ind very telling—angle of the “light 
bodies carry more payload” story. 
Plenty reasons for preferring Alumi- 
num, and plenty of imagination car- 
toon illustrations to get you interest- 
ed in reading. 

American Brass gives heating engi- 
neers the names of twenty-three heat- 
er manufacturers standardizing on 
Everdur; also provides plumbers with 
sales promotion material on “Clean 
Hot Water.” 

Armco tells the textile industry to 
‘Use the Same Kettle for Dyeing, 
Rinsing, Bleaching” by buying equip- 
ment built of Armco Stainless. Arm- 
co also has a campaign for consum- 
ers which includes “Even a Dutch 
Housewife would Envy this Gleam- 
ng Kitchen”—selling the Armco tri- 
ingle and leading up to a coupon in- 
quiry. 

The Cast lron Pipe Research Bureau 
job is somewhat similar, and was de- 
scribed in the March issue of this 
“Public Tax Saver No. 1” 
is a true basic sales idea. 

The International Nickel Company, 


Inc., does a grand job of creating a 


magazine. 


demand for Monel among machinery 
users—and at the same time selling 
its customers’ products. Monel prom- 


ises the construction industry to 
‘boost the payload and cut haulage 
costs” in Austin-Western Road Ma- 
chinery. “No corrosion from crudes 
—in this casing” is an ad about By- 
To the min- 
ing industry the advantages of built- 
Towne Lift 
Trucks are described. To the public, 
Monel promises “a detail of gracious 
living,” with Ruud Gas Water Heat- 


ers, one of a series of testimonials in 


ron Jackson Oil Pumps. 


with-Monel Yale and 


which Monel is cleverly praised by ex- 
ecutives of firms using Monel for in- 
creased sales appeal and _ increased 
juality. 
Lukens Steel Company tells about 
\ Three-Way Saving in the Salt 
Refinery” through products made of 
Lukens Nickel-Clad Steel by various 
nanufacturers serving the process in- 
dustries. 
Cleveland 
dentification” job. 


does an 


Twist Drill 
It so happens 
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that the sparks made by its Mo-Max 
High Speed Tool (which it licenses 
leading steel companies to make) are 
distinctive in color and shape. The 
types of sparks other steels make are 
described, so that Mo-Max can be un- 
mistakably identified. A 
for color, but a little more reason for 


“natural” 


bothering to look for the spark, would 
be in order. 

W. M. Chace Company considers 
its Bimetal as a selling point for the 
control device maker who selects it 
for thermostatic action. 

International Nickel says, “Make 


lasting friends and attract mure cus- 
tomers by using Monel for roofing 
jobs.”” It tells metal fabricators: ‘“Re- 
member, the laundries KNOW Monel 

you don’t have much explaining 
to do 
them is that you’re the chap who 


all you have to convince 
knows how to fabricate Monel.” 
While we’re on the subject of ac- 
ceptance, it seems to us that, inas- 
much as such companies as Aluminum 
and American Brass spend money on 
special inks to simulate the appearance 
of their product, it would be smart 


if manufacturers of products made 


The BUYERS GUIDE gives most effective, 


most economical year ‘round contact with the 


key buyers of engineering and industrial equip- 


ment, materials and supplies in the Spanish- 


reading countries of the world! 


Published by 





Annual 


‘\ Published 

\\e in 

Spanish 
e 


Forms for 


vou. NY 1938 Edition 


close July Ist 
& 


A dvertising 
for the 


The 
Rates 
Buyers Guide are 


INTERNACIONAL 


(Affiliated with McGraw-Hill Publishing Co., Inc., 
and Chilton Company, Inc.) 


330 West 42nd Street, New York, N. Y. 





surprisingly low. 
Full details will 
be sent to you on 
request. 








from such metals used the same inks 
in their own advertising, thus cashing 
in on the acceptance that has been 
created. 
Service 

We'd 
nies have a big talking point in serv- 
delivery. 


imagine the metal compa- 


ice—both engineering and 
You who also sell service may be in- 
terested in the way they do it. 


Another of Aluminum Com pany’s 
clean-cut ads (have your layout man 
study them) is “Products Without 
Wheels Need Proving Grounds, Too,” 
telling about “activities, not always 
profitable” that “are necessary for 
new and important developments.” 

Armco promotes the Armco Dis- 
tributors in a four-picture ad carrying 
through the sequence—‘You Have a 
Problem—Y ou Need Sheet Metal— 
You Call the Armco Distributor— 
You Get Right Sheets Quickly.”’ Not 
very convincing. 


Bethlehem Steel 


nounces a new rod mill in a com- 


Com pan) an- 


monplace ad oddly titled, ““New Fa- 
cilities enhance Bethlehem Service to 
Users’ —but offers no evidence of an 
overwhelming desire to be of assist- 
ance. 

Bridgeport Brass’ Alloy 


Bulletin,” containing news of techni- 


' opper 


cal developments, is a service in it- 
self—strictly educational, but never- 
theless valuable to Bridgeport’s inter- 
est. (More of this another month.) 
“Personal coéperation has always 
been an outstanding feature of Inland 
service” sounds as stilted as “Yours 
of the 21st inst. rec’d and contents 
noted; in reply would state—” 


“Your /. 


1 hand’s reach away.” but what's his 


5S L. Distributor is just 
name? Is he in the phone book? 
Thomas’ Register? 

Old stuff is Ludlum Steel’s “Blue- 
printed to Fit Your Needs”—case 
studies would tell the story better. 


“Cold 


cannot 


drawn steel requirements 
anticipated,” we 


pick on Moltrup 


always be 
igree, but why 
Steel. 

Also old stuff is Standard Steel’s 
‘Steel Castings that Demand Experi- 
ence.” 

Republic, Ryerson and U. S. make 
1 big point of service. What spoils 
Republic’s story, in our opinion, are 
the unrealistic photos of purchasing 
agents saying, “Let’s buy ¢hat from 
Republic, too,” like kids picking out 
penny candy. “See, Republic makes 


it” is more ‘“goodie-goodie” talk. 


36 


STRENES METAL 


THE LAST WORD IN DIE ALLOYS 


STRENES) Ss 





Much more likely is “Let’s call in Re- 
public—they make a complete line.” 
An especially good Republic ad is 
“A new type of department store,” 
in which architects are informed that 
in the Republic Steel 
Sweet’s Catalog File they will find 


the most complete line of steel and 


section in 


steel building materials manufactured 
by a single producer. Republic also 
promotes its Union Drawn Distrib- 
utor set-up and the warehouse that 
can serve as the customer’s stockroom. 
One other service enterprise that Re- 
public might develop is the “R-Man” 
(Republic Metallurgist). 

Ryerson has a Certified Steel Plan 
which provides the customer with 
complete information including chem- 
ical and physical properties and re- 
tests; thus 


sults of heat treatment 


the heat treater knows what is in 
each bar and how best to handle it. 
But all this is hard to get at—Ryer- 
son hasn’t even made a dent in the 
possibilities of dramatizing this serv- 
ice. Just more dopey dialog—imagine 
anybody saying (or reading, for that 
matter), “Now I can buy Alloy Steel 
from stock—know what I’m getting 
—and depend on uniformly good heat 
treatment results at lower cost.” It’s 
odd how Ryerson has covered up this 
swell story by copy that is almost as 
dificult to read as your income tax 


blank. 


—readability suffers from “publica- 


Or, maybe it’s the typography 


tion-set.”” 

U. S. Steel’s delivery service is de- 
scribed by the case-study method— 
“It pays to call Scully,” its engineer- 
ing service, by spreads that tell about 
1700 steel 


chemists, metallurgists,” etc., under 


“more than technicians, 


such easy-reading heads as “Pack Up 


Your Troubles in His Old Kit Bag.” 


“Stainless” Advertising 


touch men- 


Armco’s “romantic” 
tioned previously, is also noticeable 
in its food field campaign—typified 
by “First Assistant to Mother Na- 
ture” which starts, “Mother Nature 
makes foods good—Armco Stainless 
Steels will help you keep them good.” 
Armco puts the emphasis on_ the 
“stainless” rather than the “Armco.” 
“Rust Takes a Holiday” (paper), 
“Here’s a Good Way to Control 
Bleaching Hazards” (textile), “Want- 
ed! Kitchens that make work a pleas- 
ure,” are concerned with the benefits 
of the ¢ype of material, rather than 
the brand. 

Republic sells the name “Enduro,” 
instead of “stainless,” but offers no 
explanation for Enduro’s superiority. 
We think ads that start “Never Say 
‘Die’-—say Enduro,” never get any- 
where. So much 
Manager tells 4 ways they economize 
with Enduro Tanks.” And ‘60 En- 
duro Rollers in this acid ager last six 
times longer than former rollers” is 
though the 


better is “Plant 


solid information, even 
headline over that statement is “En- 
duro gets the Acid Test,” which was 
No. 38 in McGuffey’s Handy Head- 
lines for Five Minutes before Five. 
Carpenter Steel Company advertis- 
ing has been praised before by this 
department for ability to surround its 
“Five Ways 
Steel” 


proves again that the men responsible 


products with plus value. 
to Save in Using Stainless 
for its advertising realize the need of 
going the competitors one step fur- 
ther. 

Rustless Iron and Steel makes the 
point that it, unlike other steel compa- 
nies, is exclusively devoted to stainless, 
which appears to be a reasonable line of 
attack. The campaign is attractive, 
so far as layout is concerned, but the 
copy doesn’t hold water. The slo- 
gan, “The Responsible Metal for Re- 
sponsible Jobs,” is words, just words. 
More words—‘Heading for Produc- 
tion and Profit,” “Users agree on the 


Too bad 


all the copy isn’t as direct as ‘These 


superior performance, etc.” 


men make nothing but stainless steel.” 

U. S. Steel sometimes does both 
jobs—selling stainless and selling U. 
S. Stainless. “Now We Change Col- 
ors in Ten Minutes” is not a far cry 
from what the others are doing, but 
there’s a valuable little box that tells 
about U. S. 


“4 Interesting Facts 
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CERROMATRIX anchors metal parts securely 


at low cost 





CERRO DE PASCO COPPER CORPORATION 
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Stainless Steel,” facts pertaining to 
chemical inertness, low friction, me- 
chanical strength, and the significance 
of “ea 
y give the credit to the brand. But 


usually Big Steel follows the pattern 
of selling the stainless idea—‘3 out 


And case studies usual- 


4 car buyers ask for stainless,” 
want stainless steel 
trimming on my car,” “Guard that 
taste with tubes that can’t contami- 


‘That’s why I 


> 


iate.” 
Superior Steel has a chance to turn 
‘esses” into dollar signs (kid stuff) 
with the alliterative heading, “Save 
with Superior Stainless Steels.” 
Ludlum takes a two-page spread to 
tell the same story that it compressed 
“Cuts like Tin, 


Bends like Copper, and Cements in 


into one little box: 


place like Linoleum—But it’s Stain- 
ess Steel.” There’s the place to have 
started the ad, not with the headline 
“Wanted 


Imagination.” 


anybody could have used: 
—Food Men with 
Smart use of testimonials and offer 
f sample. 

And finally— 

Ingersoll Steel & Disc busts into the 
picture with a bargain-store-closeout 
“Ingaclad 
The rest 


of the series is not so violent, but 


type of ad that reads 


Smashes the Price Barrier!” 


definitely makes the point—“Now— 
Stainless Protection at '% usual basic 
material cost.”” We're softies for this 
ron-fist stuff, but we do sense a lack 
of “here’s why and how” informa- 
tT10n. 

And what ever happened to AI- 


eheny? 


“What's Good About It?” 


Our final 
manner of explaining product bene- 


analysis concerns the 


fits. Let’s look for basic sales ideas. 
“Strenes Metal 
—the last word in die alloys” is a 


Advance Foundry: 


poorish start, but the following para- 
graph heads show that the copy real- 
“In the first 
lace, Strenes dies are inexpensive” 
. . “In the second place, they have 


y gets down to cases: 
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unbelievable resistance to wear” 
“In the third place, they are excep- 
“What 


gives Strenes metal such characteris- 


tionally low in upkeep” 
tics”? and the goods are deliv- 
ered. (Another good formula for 
writing copy—make the opening sen- 
tence the subject of the paragraph.) 
A little case study at the end pro- 
vides a neat snapper. In another ad, 
there’s the slogan, “One-half the au- 
tomotive Strenes 
Metal.” 
uct’s acceptance some way like that? 
Too bad James D. Parker of Parker 
Advertising Company, Dayton, O., 
wasn’t given money to spend on a 
better layout and some decent ty- 
pography. 


Alcoa does a searching job through 


companies uses 
Can you express your prod- 


case studies such as “They burn these 
up in Middletown” which lead up to 
the suggestion “It’s a Liftable Idea.” 
This expression, “It’s a Liftable Idea,” 
illustrates how clearly and persuasive- 
ly something can be said when you try 
to escape the ruts of standard phraseol- 
ogy like Baker & Co.’s “Platinum may 
be the answer to your problems, too.” 
(Gad, but are we weary of answers 
to problems.) Other Alcoa ‘campaigns 
can be described as direct—‘Alumi- 
num Saves Weight in Friden Calcu- 
lating Machines”—and  pedestrian— 
“Welding Alcoa 


manufacturing costs,” “Tank of Un- 


Aluminum reduces 


usual Design, made of Alcoa Alum- 
inum Alloys”, “Cast of Alcoa Alum- 
inum”’. Pictures of the products are 


fundamentals in Alcoa advertising. 


Cerro de 
sell into a half page than most of the 


Pasco Copper puts more 


others do in a spread: “Cerromatrix 
anchors metal parts securely at low 
cost” and “Leading metal-working 
companies are making substantial sav- 
ings by anchoring metal parts with 
Cerromatrix, a bismuth-lead-tin-an- 
timony alloy that melts at 250° 
and expands slightly on solidification.” 
What does it do—what is it—how 
does it do it—is it sucessful? Dia- 
grams and photographs help explain 
the copy—a bold coupon invites 
action. C. G. Thoma, New York 
advertising service man, didn’t give 
up when he found only 7x5 inches 
to play with. 

Carpenter Steel has a basic sales 
idea in “Matched Tool Steels”, but ads 
like ‘““With an Eye to Production Sav- 
ings” —magnifying-glass-and-microm- 
eter stuff—aren’t half as good as 


(Continued on Page 42) 
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PROMOTION 


American goods in world mar- 
kets brought $434 million more in the first 
quarter of 1938 than in the same period 
of 1937... a rising tide of business in 
which your company might share. March 
was the 16th consecutive month in which 
exports were higher than the same month 
a year before. 


Under these circumstances, Evans Asso- 
ciates, as a service organization, several 
months ago placed its Export Division un- 
der the direction of John G. Robel, nation- 
ally known authority on foreign sales. Our 
market-finding responsibility to a clientele 
of 20-odd mid-west manufacturers, called 
for this development. Nine clients are now 
either in the preliminary research stages 
or actively engaged in foreign sales pro- 
motion. 


Export experience may not be required 
for the upward development of your com- 
pany ... yet you will value the thor- 
oughness which caused us to amplify our 
service. It rounds out an organization 
already well equipped to analyze and stim. 
ulate domestic sales. If you are interested, 
either way, invite one of our principals to 
call for a “clinical” discussion. 


EVANS 


ASSOCIATES, INC 


225 NORTH MICHICAN AVE 
e CHICACO *° 


Advertising 
Sales Promotion 
Marketing 
Management 
(SC) < ES AS oe eS 
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The Chicago Dotted Line Club of Associated Business Papers, Inc., gave its annual agency recognition dinner on May 23, at which officers { 
ensuing year were elected as follows: President, Charles F. Loeffel, Ahrens Publishing Company; first vice-president, Win Conley, McGre 
Hill Publishing Company; second vice-president, E. V. Perkins, Sporting Goods Journal’; secretary-treasurer, L. C. Monroe, "Welding Engine: 








ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Color and Postage 
for Reply Cards? 


Have you had any experience with 
testing the relative effectiveness of 
various colored stock for reply cards 
in direct mail promoting the sale of 
industrial products? A lot has been 
published on this subject, but prac- 
tically all in reference to sales pieces 
to individuals with personal appeals 
and not to buying influences in indus- 
trial plants. 

Is there any difference in the rea 
tion to reply cards with postage af- 
fixed against business reply cards? 

ADVERTISING MANAGER, 

Color plays its part in securing a 
good return on reply cards. One in 
dustrial advertiser has found pink to 
Another advo- 


be the best puller. 


cates a very light purple. We be- 
lieve that it pays to test the color 
in connection with your particula: 
market. A white one color post card 
naturally is not as attractive and may 
be OV erlooked. 

Tests have shown a slight increase 
in returns of cards having postage af- 
fixed because many persons hate to 
see a stamp wasted and so in case of 
doubt, mail the card. However, we 
are convinced that from a dollar re- 


turn value, a business reply card 1S 
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the best and most economical method. 

In some markets in which the buy- 
er has efhcient secretarial service, a 
prepaid reply card is no incentive. 
In these cases it is better to get the 
prospective buyer to use his own let- 


terhead. 


How Many Times? 

On an average, how many consecu- 
tive pieces of advertising, either di- 
rect mail or publication, are necessary 
to register a sales point or feature of 
a new or old product? In other words, 
i hy nN should | sfop shouting “Neu te 
etc.? 

ADVERTISING MANAGER. 

It is difhcult to make a definite an- 
swer to your question because the 
novelty of your presentation, the com- 
plexity of your product, the situation 
in the industry and other factors have 
1 bearing. 

However, generally speaking, we 
consider three pieces of direct mail 
advertising and six advertisements in 
a publication as about a minimum 
for announcing a product or telling 
a story or putting over an idea. 

Naturally after the announcing job 
is done, continuous advertising must 
be carried if you are to remain in the 


minds of your buying public. 





’ 


Inquiries— 
Quality or Quantity 

We have recently been studying the 
problem of listing advertisers’ litera 
ture to the best possible advantage. 
Up to this time we have felt it suf- 
ficient to list the new literature and 
take for granted that the interested 
buyers would write direct to the man- 
ufacturer for copies. It seems now, 
however, that industrial publications 
are vying to produce the greatest 
number of inquiries for copies of lit- 
erature. In some cases a reader can 
obtain a large number of various bul 
letins and catalogs by merely filling 
im one pre paid post card address / i0 
the publisher. 

Naturally this produces a_ large: 
percentage of curiosity inquiries caus 
ing wasteful distribution of  costl, 
literature. However, it can be ar- 
gued that the large volume of inquii 
ies received in this way might also 
increase the number of good inquirie 
sufficiently to offset the wasted lit- 
erature. 

We would be appreciative of your 
opinion as to whether it is better to 
promote high inquiry production or 
to handle the situation in such a way 
that only the interested prospects will 
take the trouble to ask for literature. 

Business Paper PUBLISHER. 

We agree with you that wholesale 
production of inquiries in many cases 
has probably gone too far. On the 
other hand, it seems that all compa- 
nies are inclined to take advantag 
of the service offered by the different 
publications, even though there is a 
certain amount of waste involved. 

Oftentimes a man may be only 
curious when he requests a certain 
piece of literature—then after he gets 
it he may become interested or per- 


INDUSTRIAL MARKETING, June, 1938 
























cers 
1cGray 
gine’ 














Ips pass it on to an interested friend. 


For many industrial advertisers, 
ractically every reader of a business 
aper is a prospective buyer, or buy- 
ig influence. For this reason, it 
vould pay the advertiser to broadcast 
terature generously to readers who 
uve made requests just as he broad- 
asts his advertisements in the same 


publication 


Contests to Secure New 
Features for Sales Points? 


Do you think I could run a contest 
among users of our products, giving 
swards for the best letters on why 
they bought our products and why 
they prefer them—thus giving a key 
to features and sales points that might 
nake good advertising copy, with the 
thought in mind that advertising 
hould feature the points which have 
reated sales and users like best? 

ADVERTISING MANAGER. 


If nothing along this line has been 
done in your field recently, we be- 
eve a contest among users of your 
products would prove most interest- 
ing and effective. Letters from users 
ndicating why they buy your prod- 
ucts and why they prefer them will 
give you approaches, ideas and sales 
points that should make good adver- 
tising copy for you. 

In offering the contest, it is neces- 
sary to have reasonably interesting 
vwards and well prepared literature 
to explain all of the best features of 
your product, so, those looking for 
formation will have plenty of ma- 


terial to work with. 


Mentioning Company Names 
In Advertisements 


In connection with our current ad- 
rtising program, may we use the 
names of users of our equipment in 
ur advertisements without first se- 
uring their consent? As most of 
the companies are nationally known, 
we would not mention their address 
ut merely the company name. Fur- 
vermore, we would not quote them. 
If you have any information on 
is subject, I would appreciate your 

sing it on to me. 

ADVERTISING MANAGER. 


There is nothing to stop you from 
ng company names in your ads as 
ers of your equipment, without se- 
ring their consent. However, it 
rtainly would be advisable for you 
obtain their consent rather than 
the chance of developing ill will 
the part of some who might ob- 


way from 
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@ THE signature of Bennett Chapple, 
v.p., on a letter from The American Roll- 
ing Mill Company, Middletown, O., het 
alds the good news of his return to active 
duty following a long illness Robert 
Barbour, assistant a. m., Bakelite Corpo 
ration, New York, left the Murray Hill 
hospital last month minus a couple of 
tonsils. And Paul Truesdell, a. m.., 
Universal Oil Products Company, Chi- 
cago, is making the best of a newly 
mended broken ankle incurred while 
skating last winter and is preparing for 
a drive to the Montana oil fields. 

H. H. “Si” Simmons, Crane Co., a. m., 
and E. A. A. program chm., passed up 
his May bill to watch son Shelby walk 
up the church aisle. Bachelor H. von P. 
Thomas, merchandising manager, Buss- 
mann Mfg. Co., St. Louis, cultivates 
choice Ponderosa tomatoes at his sum- 
mer cottage out in the county 

O. A. DeCelle, v. p. & s. m., 
tional Filter Company, Chicago, too busy 
to leave the desk, sends son Jack, 12, to 
Palm Beach to do his fishing for him; 
results, six-foot-ten-inch sail fish tipping 
the beam at forty-seven pounds (and pic 


Interna 


tures) John Wells, Shaw-Box Crane, 
Muskegon, Mich., says there’s plenty of 
good fishing just a few minutes trom 


work 
E. J. Heimer, v. p., Barrett, Cravens 
Company, told the Direct Mail Advertis- 
ing Club of Chicago “What's Wrong with 
Direct Mail’—don’t make it too frilly 
D. “Clint” Grove, Blaw-Knox a. m., 


; rol } } n | 
| ittsburg] . has to be bac k from his vaca 
} ? ] ] }, j., ¥ . 
tion betore luly | to be ready tor early 
8 : ‘ 
fall Dusiness the Doss toresees 


Vivien Kellems, who directs the open- 


work advertising for Kellems Products, 
. > ¢ : 
Inc., New York, managed to catch up 
, 
with some of her business paper reading 


on the voyage back from South America 
Fred Berling is in charge 
of sales promotion work for The Lunken 
heimer Company, instead of advertising 
as here recorded last month: George F. 
Mathews is a. m 


last month 


Sickles Starts Field Service 

Gustavus Sickles, Jr., former Eastern 
editor of Industrial Power, has originated 
a field service for industrial advertisers 
By combining the techniques of industrial 
writing and photography, his service pre 
sénts a way to obtain installation material 
for use in business paper advertising cam- 
naigns, sales promotion bulletins, house or 


gans and publicity releases 


ject to your mentioning their name. 
This is particularly true in cases 
where you make pointed reference to 
your equipment being used by a cer- 
tain company and the results that 
they have gained with it. 

If you are merely publishing a list 
of companies using your equipment, 


of course it would not be so impor- 


tant to get their permission. 











the Desk 





Mountains 
moved to 
precision 


are 


1/8" 


Earth moving is an engineer- 
ing job these days. Millions of 
yards of earth and rock are dug, 
moved and placed, in civil engi- 
neering construction. Volume 
figures are big, yet grading to a 
tolerance of one-eighth inch is 
not unusual. 


Rule-of-thumb contracting has 
passed. Construction civil engi- 
neers direct and operate the large 
and the progressive contracting 
organizations. Civil engineers 
buy or determine the purchase of 
the bulk of the tractors, graders, 
power shovels, other earth-mov- 
ers, and power equipment. 


Sell to the men who control 
purchases—through the pages of 
the only periodical published ex- 
clusively for civil engineers. 


CIVIL 
ENGINEERING 


33 West 39th Street 
New York, N. Y. 


AMERICAN 
SOCIETY OF 





























Favors Awards for 


Publishing Achievement 

To tHe Epiror: I have just been 
reading the announcement of INDt s- 
rRIAL MARKETING’S proposed annual 
awards to business papers. As you 
know, I am keenly interested in the 
development of business papers and 
think that this award should do a 
good deal to stimulate activities along 
these lines. 

Marian C. MANLEY, 


Branch Librarian, Business Branch 


of the Public Library, Newark, N. J. 
, oe, ee 


Sentiment as a 
Buying Factor 

To tHe Eprror: For several years 
it has struck me as odd that all the 
idvertising, promotion and sales ef- 
fort of business has been directed to- 
ward selling tangible merchandise or 
services. Little or nothing has been 
done to improve the sentiment of the 
people now on our payrolls. We have 
literally taken these folks for granted, 
and the results are not too pleasing 
today! 

In the many studies I have made 
on this during the past three odd 
years, I have learned definitely that 
purchasing power is not merely a mat- 
ter of fat pocketbooks. Sentiment, 
and a clearer understanding of the 
future, is a tremendous factor in 
public buving moods. 

Wittiam K. Oppyke, 

William K. Opdyke & Staff, Boston. 


a 


Just Plain Beef Steak! 

To tHe Eprror: What has hap- 
pened to my May issue of INDUSTRIAI 
MARKETING? It is just possible that 
it came in while I went on the road 
and somebody else copped it before 
[ got back. 

I recently filled in and returned a 


card, renewing my subscription. If 


40 





you've got an extra copy for May, 

I’d appreciate a lot having it. I can 

get along without mushrooms on my 

filet mignon, but things have got to 

get tougher than they are before I 

will give up INDUSTRIAL MARKETING. 
Louis “500” BRENDEL, 

Hancock Valve Division, 

Manning, Maxwell & Moore, Inc., 

Bridgeport, Conn. 


—iw. 


Here's the Score, Fellows— 
Dumore Wins! 

To THE Eprror: Just finished read- 
ing The Copy Chasers’ criticism of 
motor advertising in the May issue 
and got quite a kick out of it as I 
always do the stuff these fellows dish 
out, 

For your information, the score of 
the game (basket ball) they allude to 
in the Dumore ad _ criticized—well, 
maybe I should put it this way: Early 
in the game, competition had a con- 
siderable lead, but Dumore rang up a 
victory in the overtime period (the 
last five years). 

R. J. WENTSEL, 
Western Advertising Agency, 
Racine, Wis. 
‘7 ¥ 


What Do You Think 
Of This Advertisement? 

To tHe Eprror: The enclosed ad 
has brought about a lot of comment— 
some of it in the nature of orchids 
and some in the nature of brick bats. 
I wonder if you would be kind enough 
to turn this ad over to The Copy 
Chasers and let me have their opinion 
of this ad and ask them not to pull 
their punches. 

Some word of explanation is prob- 
ably due you in connection with this 
ad. In the first place, we pictured the 
economy in the manufacture of a com- 
mon machine bolt and showed the 


various steps of manufacture for this 








type of product, for two reasons. One 
is, that it is a product with which 
nearly every one is familiar and second, 
we were loath to show the various 
steps in upsetting of parts such as 
shown in the lower left of the ad, be 
cause, after all, that is our stock i: 
trade. The “know how” is something 
that has a tangible value to our com 
pany, and naturally, we do not want 
to pass this information along to ou: 
competitors. 

The purpose in showing the five 
special parts in the lower half of the 
picture is not to detract attention 
from the rest of the ad, but to show 
intricate special parts on which the 


economy would be far greater than in 





LAMSON & SESSIONS 





the ordinary square head machine bolt. 

A wide divergence of opinion has 
been expressed on the method of show- 
ing the saving effected by upsetting. 
In fact, the divergence of opinion has 
been so wide that I have come to the 
conclusion that there are about as 
many opinions as there are people who 
would take the trouble to comment. 

This ad is such a radical departure 
from orthodox bolt advertising that 
we would be very grateful for candid 
opinions of The Copy Chasers. 

A. E. R. PETERKa, 
Advertising Manager, The Lamson & 
Sessions Company, Cleveland. 
vvy 

Cost of Pre-Testing 
Industrial Advertisements 

To THE Epiror: In reply to the 
inquiry you have received as to why 
advertising agencies do not do as 
much pre-testing of industrial adver- 
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‘ments as they do of consumer 
ods advertising, the answer is most- 
1 matter of lack of funds. Maybe 
e following tabulation will make 
is clear: 
t typ s ess papel 
ee” 2c ewe e cunt aveeSasee > 1/).U0U 
mal be f insertions 
luring year (SIX In eac ( 
three publications)........ x18 
st of years campaig . $3,150.00 
erage AAAA agency profit, 
1936 (.82 per cent)........ 0082 
vit on a single business pape 
SRUNIOIE. 6k.cctccciecnchas $ 25.83 
Approximate cost of layouts, 
printing and postage for an 
idequate test in such a cam 
PT . Gand eens ee ae aN $ $00.00 


-In other words, almost twenty 


times as much as the agency’s profit 
ind 


nission! 


more than its entire gross com- 


S. H. GIELLERUP, 


Vice-President, Marschalk and Pratt, 


Inc., New York. 

7’ VY 

Appreciates Criticism 
To THE Epiror: I want to take 


this opportunity to thank you for our 
lepartment for the constructive criti- 
cism our ads have received from time 
While 


we have not yet received any compli- 


to time in O. K. As Inserted. 


ments, we console ourselves with the 
tact that at least our efforts are not 
being ignored. 
C. W. Rusk, 
Advertising Department, Proctor & 
Schwartz, Inc., Philadelphia. 


* VY 


Thanks a Lot, Carl! 


To After 
yur excellent talking slide film on 
O. K. As 


yu are doing advertisers a service for 


rHE Epiror: hearing 


Inserted, I am convinced 
hich we cannot thank you enough. 
up the 


O. K. As Inserted is the main part of 


* Please good work. 


keep 
INDUSTRIAL MARKETING from now on 

far as I am concerned—and I hope 
vou will.never hesitate to point out 
uur errors. As far as criticizing Wag- 


ads is 


mission from now on to parade as 


concerned, you have my 
iny of the Wagner ads before your 
iders as you see fit. 
C. B. Dretricn, 
Advertising Manager, Wagner 


Electric Corporation, St. Louis. 
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Emphasizes Improvement 


In Cork Products 


To THe Eprror: I thought perhaps 
you might be interested in looking 
over the current series of Armstrong 
advertisements on Cork Cots. As you 
will notice, we bring out the advan- 
tages of cork, the modern rel cover- 
ing, by illustrations of progress that 


These 


advertisements point out that just as 


has been made in other fields. 


progress is made and products are im- 

proved in these fields, they provide 

more for the money, so do cork cots 

provide more for the money for the 
cotton spinning mill. 

L. K. HaGaMan, 

Advertising Department, Armstrong 

Cork Products Company, 

Lancaster, Pa. 


| CONTINUED FROM Pace 15 | 


Mathews Knows 


credit for results of this kind. Every 
one concerned is pulling toward a 
common goal, and that is to make 
American industry conscious of the 
Continuous Flow Principle of Han- 
dling Materials by means of Mathews 
Conveyers and Conveying Systems. 
We were signally honored by re- 
Direct Mail Advertising 
1936-37 
campaign; an award of 


ceiving the 
Association award for our 
direct mail 
merit by American 
Graphic Arts, and an award by the 
Cleveland Advertising Club during 


1937. 


Institute of 





WE KNOW DARN 
LITTLE ABOUT FARM- 
ING BUT... 


it seems to us that the farmer who 
has his acreage reduced would just 
naturally use the highest yielding 
seed he could get. Seems like com- 
mon sense—and anyway, a pretty 
close parallel to the industrial man- 
ufacturer who is hitting a tough 
market with a limited "acreage" of 
advertising space. The only kind of 
copy to use in that space is the best 
he can get. 


DO KNOW HOW TO ADVERTISE 
INDUSTRIAL PRODUCTS 


—we know the language, problems, 
sales points of the industries—par- 
ticularly in the machine tool, elec- 
trical, power plant and kindred 
fields. And it is surprising how ef- 
fective that knowledge can be in 
making limited space blossom into 
inquiries. When reduced space is the 
problem, better copy is the answer, 


WE 


PETERSON & KEMPNER, INC., 


an industrial advertising agency 
with an engineering and sales back- 
ground, can produce copy that sells 
your product, and is ready to work 
with you to any extent desired, from 
the making of a single technical il- 
lustration (in which we excel) to the 
handling of your entire advertising 
campaign — publication space, di- 
rect mail, catalogs, folders, hand- 
books, etc. No time contracts nor 
other binding conditions—and cer- 
tainly no obligation involved in dis- 
cussing the matter. May one of our 
principals call? 


Peterson & Kempner. Inc. 
Jndustrial Advertising 
421 Seventh Avenue 
New York City 


4) 
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O. K. As Inserted 


Carpenter’s Stainless campaign noted 


FROM 


¢ irlier. 
Dowmetal gives the impression of 
W hat the 


lightness—which is copy 


wants to give you as the idea to take 
away. The significant point—Dow- 
metal 1S one-third lighter than alum- 
inum—is buried in the copy. 

a revue of “prod- 


Cata- 


Duriron offers 


ucts for corrosion resistance. 


log copy, but a smart thing to do 
every so often. 


These alloy like Elec- 
tromet and Haynes Stellite, don’t do 


companies, 


much more than try to keep the clien- 
tele straight on the various products 
“To Resist Boiling Hy- 
Hastelloy B” 


isn’t much different from “Zirconium 


they make. 


drochloric Acid, use 


the Ladle ae 
We can’t 
comment on this any more than crit- 
Hindu 


that 


added to Steel in 


hibits Carbon Segregation.” 
icize contemporary verse, but 


we can make a_ guess they’re 


smart to do Ww hat they do. 


Another company with modern 
equipment which devotes personal care 


order is Inland Steel. An- 


other company with a capable metal- 


to every 


lurgical and operating staff is Inland 
Steel. 


cerely cooperative personnel standing 


Another company with sin- 


ready to help is Inland Steel. Another 


company with specialists who have a 


practiced eye is Inland Steel. The 
entire Inland Steel campaign 

from “It has what it takes” to “Have 
you recently checked materials used 


in your plant” could hav e been 


written from memory in one Satur 
day afternoon while listening to the 
ball game. 


kid in a 


is an 


Even an ad showing a 


raincoat with an umbrella 
improvement, because it 
a FACT—"“Inland Copper-Al- 
last 4 to § 


even under the most 


con 
tains 
loy Sheets times as long 
severe W eather 
ing. 


Outside of another knight in ar- 


mor (this has probably been going 
on for years), we're satisfied with 
International Nickel’s Monel cam- 


paign. "The Steel Top Shuts Out 
Radio W ives—but 


ing eftect 


now its shield- 


has been overcome”’—that’s 


how a case study should Start. 


Copy 


is brisk, clear, complete and each 


paragraph has its own illustration— 


the story of why Philco picked Monel. 


Plenty of good owner-benefits and 
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The Lead that 


strengthens with strain 





Tellurium Lead 


Monel 
backed up by installation views. 
I. N.’s alloy 


be written by 


here’s-how in advertising— 


steel campaign must 


some one else. More 
Rotary Club stuff—‘It takes a tough 
gear material to survive these tough 
pumping jobs” . “Irresistible” 

“Thunderbolt—a mighty prophet of 


We think the 


writer knows too much about alloy 


things to come.” 
steels and not enough about how to 
write a short story. Recommend AIl- 
coa’s “They Burn These Up in Mid- 
dletow — 

Jones % Laughlin Strip and Sheet 
products “help to speed up produc- 
tion cut . . because these 


costs 
J & L Products are uniform in qual- 
ity...”. Are you, too, writing copy 
that not only sounds good to you but 
to the copywriter for a competitive 
firm who is writing the same words? 
from 10 


cent to W ell over 100 per cent have 


‘Production increases per 


been reported” is better, but where 


are the who and how? 


Ludlum’s effort at dramatization is 


a picture of a dragon and the head, 
“Like the claws and teeth of a dragon 
—Ludlum Steels defy shock and abra- 
That’s 
ended; copy below is placid enough. 
Other 


sion. where the excitement 


Ludlum ads are lexicons of 


such phrases as “exacting require- 
ments,” “suited to the job,” “skilled 
metallurgists and engineers,” “indi- 
vidual precision,” “finest of instru- 


ments,” ‘“thorough-going _ service,” 
etc. Nice, informative case studies 
ire relegated to small type. 

Does Midvale think it 


when it 


has a real 


story states: “Each job as 


it comes through must answer two 








INDUSTRIAL MARKETING, June, 1938 


Does it follow 


Midv ale. 


your specifications? 


questions at 
Will it perforn 
the final function for which you have 
planned it?” Do people really get 
paid for writing that stuff? Is any 
one so naive that he thinks his reader 
think Midvale 
those questions are asked? 


We don’t subscribe to the popula: 


will is the only plac 


enthusiasm for Moly advertising, feel 
ing that the copy definitely lacks the 
imagination of the illustrations. 

If we were new to the metals busi- 
ness, we wouldn’t have the slightest 
idea, from reading the ads, what Me 
hanite is and what it has that othe: 
materials haven’t. 

National Lead’s Tellurium copy is 
fast—as breezy as an ad on a smart 
new car—enthusiastic. Imagine it: 
lead to write about, and Barrett 
Brady, of Marschalk & Pratt, New 
York, gets off a piece that goes: 

“When a man has real strength of 


character, hard knocks help bring it 


out. Tellurium Lead is like that. It 
gets tougher under stress. It work- 
hardens. Service reports agree 


LiKe = A NEW BLADE IN 





that bending, stretching 


make this lead 


or ha mmer- 


ing actually tend to 


stronger. This means that turn-over 
points and joints are less subject to 
cracking.” Note the black circle, 


bearing ““New Low Price Now in E f - 
fect” —that look 
like auto copy. Eye-catching spots— 
“No Buckling” “Withstands 
Higher Temperature” give convincing 


We’ 


makes the ad more 


ind 

testimonials. e praised this cam- 

paign before. 
New Jersey Zin 


outs, interesting pictures, static head- 


has awkward lay- 


lines, unusual case studies, stolid copy. 
Phosphor Bronz= Smelting ( 0. gets 
com 

all excited about corrosion—‘This 
can be 


Hearst 


Have 


menace to your profits 
stopped!””—something like a 


“P.D.M. Tanks 


Master’s Degree in the Process Indus 


editorial. 
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WANT TO CUT COSTS 
WITHOUT CUTTING CORNERS? 





o 
HEAVY ED coarco 
ELECTRODES 


MUREX 


tries!” is the type of headline we 


thought was great our first year out 
of college. 

The best Republic Steel ad just says, 
You Steel Sheets 


Wider than ever before available. For 


can now obtain 


detailed information, write Republic 
Steel Corporation, Cleveland, Ohio.” 
Outside of a few good ads on Union 
Cold 


Efhciency Jumped 24 per 


Drawn Steels, like “Production 


cent when 
Union Supercut was Used” and “And 
BEAT 
Republic is prone to be content with 
You'll Stick to Ir, “W rite 
Your Own Ticket,” “A Name as Old 


Copy 1S good and fact- 


They Foreign Competition,” 


Too,” 


is Refining.” 
ful. So it’s too bad the headlines are 
so meaningless as to be uninviting. 
St. Jose ph Lead is more anxious to 
to the i ivil War 
than to give good reason for specify- 
Let 


rorget how long we've been 


get the reader back 


ng St. Joe Chemical Lead today. 
us all 
n business and put out some strings 
to make sure we're going to be in 
business as long in the future. 

U. S. Steel uses a broad “Shuman in- 
terest” technique—employing babies 
nd people named Tony to swing the 
eader into a favorable frame of mind. 
Sometimes it works—and sometimes it 
loesn’t. ““Tony smiles when he works 
vith steel” is the smooth-running type 

ad that is obviously the work of 
he skilled professional, not putting 
is heart into the job, but knowing 
hat his “mediocre” is still better than 
he average. It doesn’t much, 
ut well. ‘You get Double-Life with 
U.S.S. Copper Steel Sheets” 


say 


(that’s 
he one about babies) is just another 
with 


isy-to-slip-into analogy 


finesse. In each of these two cases, 
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the near the end 
or in small type. 


‘ 
But now we come to an analogy 


important copy 1S 


that rates a praise—because it serves 
to simplify the reader’s understanding 
—not to test his over-strained cre- 
dulity. “Like Putting a Blade in the 
Old Razor” is justifiable because it 
supplies a picture of what can be done 
by using U.S.S. Lorain Rolled Steel 
Plate Lining in your grinding mills. 
On top of that, it’s technically a swell 
ad—descriptive head, in ‘‘man”-talk 
unusual “looking-down” illustra- 
tion . 23-word summary of the ad 
as caption to the picture open, 
inviting body copy story in ap- 
proved owner-benefit, reason-why, ex- 
tra-values, plug-for-inquiry formula 
. . diagrammatic sketch of how it’s 
done. This Lorain Division copy was 
done by Charles H. Day, of Batten, 
Barton, Durstine & Osborn’s Pitts- 
burgh office. 
, Outside of a watery headline, Metal 
(§ Thermit Corp. has made all its ads 
on Murex Electrodes pay their way. 
“Want to Cut Costs Without Cut- 
ting Corners?” is not only a need- 
less question but also is reminiscent 
of “Wanna buy a duck?” But the 
space under it is concerned with a 
picture-and-caption treatment of the 
features of Murex. Under 


a 2000 ton press: “Many shops report 


a cut of 


20 per cent reductions in actual weld- 
ing time on heavy fillets and down- 
Other significant 3- 


hand work.” 


line captions: “One plant has a rec- 
ord of nearly 250 Murex welded ves- 
sels with weld flawless under 


X-ray.” “Built 


trodes salvaged from a 


every 
with elec- 


flood, 


> 


and 
this 
housing proved vacuum-tight.” Four 
of the five cuts carry a courtesy line 
—thus neatly bringing in the name 
of customers. Lyrics by Merritt L. 
Smith, advertising manager, Metal 
& Thermit Corporation. 

THE Copy CHASERs. 


Wagenseil Dies 

Edgar W. Wagenseil, general 
sales manager of Hagan Corporation, died 
May 10 at Oakmont, Pa. He had been 


the Hagan Corporation for the past 


Amer 


_— 
aged 34, 


witl 
six years and was a member of the 
of Mechanical Engineers and 


ican Sociéty 
the Engineers Society of Western Penn 
sylvania 
McArdle Resigns 

W. J. McArdle has resigned as general 
sales manager of Allegheny Steel Com 


Brackenridge, Pa Mr. McArdle 
was with the company for twenty years 
He plans to resume his business activities 


Pittsburgh after a short vacatior 


nan\ 
pany 


‘TIME... 


TO SELL THE 
COAL MAN 


Summer months al- 
low the coal man 
time to plan. . . for 
coming seasonal ac- 
tivities. 


! Summer is an ideal 
| time to sell the coal 
| man any equipment 
to improve his prod- 
uct or improve its 
| selling and handling. 
| Do it expeditiously 
in 





NEW YORK—Whitehall Bldg. 
CHICAGO—Manhattan Bidg. 





For more than 50 years the lead- 
ing journal of the coal industry 
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PLATING AND FINISHIN 
MEN EVERYWHERE 


read METAL INDUSTRY for 


on how to do it and where 


t get it 
The oldest paper in its field 
he strongest, the authority— 
the only one with all A. B. C. 
til secured circulation and 
A. B. P. membership. 


For information write METAL 
116 John Street, 
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Opportunities for Editorial Statesmanship 


By JUDD PAYNE 
Executive Vice-President 
ASSOCIATED BUSINESS 
PAPERS, Inc. 


@ WITH the exception of guides to 


sound economic thinking published 


for all business by a handful of na- 


tionally circulated periodicals, with 
the exception of the services rendered 
members by a few associations, with 
enter- 


the exception of the present 


prise of a fairly small number of 
business papers, Mr. Average Business 
Man is left to the tender mercies of 
radio spellbinders or to newspaper 
stories out of Washington for infor- 
mation and interpretation to use in 
forming his own judgment and mak- 
ing his own business policies. 

In the past we have considered our 
job well done when we have succeeded 
in helping readers to do their jobs 


better—to make better livings—to 


earn greater profits. Today, in my 
opinion, we need to give serious con- 
sideration to our readers’ needs in 
terms of help in preserving their busi- 
nesses, their jobs, the very mechanism 
and system that has made profit pos- 
sible in the past. By the doing of 
that job, doing it well, we not only 


may earn a fresh measure of gratitude 


From a talk before the New York Busi- 
ess Pape Editors, May 11 


[CONTINUED FROM Pace 18] 


Market Research 


who have felt that it was sinful to 


doubt the excellence of their own 


products. Recently a new profession 


has appeared: industrial design or 
product engineering, men devoted to 
the design of new products and the 
redesign of old. In a few companies 
this activity has been coérdinated with 
market research so that the research 
man could bring to the designer the 
experiences, viewpoint, criticisms, 
whims, fancies and prejudices of users 
and potential users. I predict that this 
touch the 


activity will publishing 


business and that we shall see re- 
search bringing to the editor the hab- 
its and views of the readers by which 
the publication can be made more in- 


teresting, useful and exciting. 


44 


from readers; likewise, we are doing a 
job mightily worthwhile for our ad- 
vertisers. 

Virtually every intelligent and pro- 
today faces and 


gressive employer 


knows that he faces the need for 
better selling of his policies as well 
as continued sensible selling of his 
wares. By and large, he is much 
confused as to how to do this job 
successfully. 

Here, specifically, we have a real 
opportunity to serve. 

It is significant in this connection 
that not only the A.A. A.A., but 
that the Association of National Ad- 
vertisers, the National Industrial Ad- 
vertisers Association, and the Adver- 
tising Federation of America — all 
organizations primarily representative 
of our advertisers have devoted ma- 
jor parts of recent meetings, or are 
planning to devote major parts of 
discussion of 


future meetings, to a 


public relations problems. By and 
large, advertisers are keen to see these 
problems solved satisfactorily, for they 
know that, predicated upon their so- 
lution, rests future opportunity for 
selling what they make. Therefore, in 
the main, by getting into this public 
relations job sensibly and thoroughly 
we shall not be operating at cross 
purposes to the interest of those from 


whom we derive our income. 


Find Markets 
For New Products 


Whenever business falls off, there 
is a definite trend to put more new 
products on the market. Our editors 
report a marked increase in the num- 


Ob- 


viously it is hoped that the sales vol- 


ber of new products announced. 


ume on these new products will off- 
set the sales decline on old products. 
Where can these new products be sold, 
to what industries, through what dis- 
tribution channels? 


Increase the Efficiency 
Of the Sales Organization 


Can salesmen’s time be spent more 
eficiently? Would it pay to steer 
them to different plants and different 
people? There is no shadow of doubt 


on this point. 


indeed, 


Few industrial marketers, 





have made use of the facts concerning 


the concentration of buying powe 
in industry through proper sales con 
trol. Very small plants play such 

minor part in our national economy) 
that even the Census of Manufactur 
es does not detailed figures 
for them. Of all the manufacturing 
establishments 38.6 per cent have ar 


show 


annual value of product of less tha: 
$5,000, and, combined, account for 
only three-tenths of one per cent of 
all manufacturing. For the year 1935, 
the census reports 169,111 establish- 
ments rated at $5,000 or more. But 
many of these are too small to justi- 
fy the call of a salesman. For ex- 
ample: forty-five per cent of these 
establishments have less than six em- 
ployes and their horse-power is only 
four per cent of the total. Indeed, 


those manufacturing establishments 


having fifty-one or more employes 
represent only 14.5 per cent of all es- 
tablishments but actually employ 
84.1 per cent of all wage earners. A 
similar picture is found in other in- 
dustrial markets, utilities, mines 
transportation Companies, construction 
companies, etc. 

Yet, when calls of salesmen are ana- 
lyzed, we find that for the most part 
they chase smoke stacks rather than 
the worthwhile accounts. One im- 
portant marketer to industry, for ex- 
ample, last year had the unfortunate 
experience of having their salesmen 
spend eighty-five per cent of their 
time among plants representing only 
fifteen per cent of the potential and 
only fifteen per cent of their time 
among plants representing eighty-five 
per cent of their potential. If the ma- 
jor accounts which buy eighty-five 
per cent of this company’s type of 
product had been thoroughly covered, 
the situation would not have been so 
bad. But the truth was that less than 
half of the major accounts were being 
contacted at all. In times like these 
when the elimination of waste in time 
and energy and money is so necessary 
—when orders are so badly needed—it 
is highly desirable to apply sales con- 
trol plans so that salesmen can be 
more accurately guided, so that they 
can devote their valuable time t 
those markets, industries, and plants 
which constitute the real buying pow- 
er and to eliminate the dissipation of 
sales energy and sales dollars. 

In conclusion, one word about 
subject that has been discussed a great 
deal in recent months—namely, pub- 
lic relations. We have all heard 
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that 
jucate the public on industry—on 


advice industry must re- 
profit system—on capitalism. We 
that 
interpret the 


ive heard large corporations 


about 


emselves and their policies to the 


ould truth 
vublic. 

Gentlemen—doesn’t it seem inap- 

ypriate to try to resell capitalism to 

nan who doesn’t have a job? Doesn’t 

seem inappropriate to try to resell 

man on the virtues of a great cor- 
poration he used to work for? 

[ hold that the first public relations 
»b for industry is to hire more peo- 
»le—by selling more goods and mak- 
g more work and increasing pro- 
juction—and the first place to start 
it is in the capital and durable 
zoods industries, which, in turn, will 
mulate all industries. 


ONTINUED FROM PaGE 12] 


20 Reasons 


1938 budget considerably in some di- 
‘ctions, but the cuts have been made 


judiciously as possible so as not to 
iterfere with the effectiveness of our 
selling. We regard Koppers advertis- 
g as the most effective way to back 
» our sales representatives. By Kop- 


4 


idvertising, we mean not only 
direct 
also those inter-com- 


space in magazines, exhibits, 


but 


activities which are of extreme 


| . 
lll, etc., 
any 


ilue to us, and which are logically 


¢ 


hargeable to the advertising account. 


In periods of depression like this 


le, every company finds it necessary 
to retrench in all directions, and we 
ive. But we have not made the dan- 
ous move of picking particularly 


Koppers advertising. 





Oodyke Starts Company 


Villiam K. Opdyke, advertising man- 
ind editor of publications for the 
en Telechron Company, Ashland, 

since 1928, has resigned to estab- 

1 specialty type of industrial relations 


nization, with headquarters in Boston 
to his Telechron connection, Mr: 
ke was editor of “The Bostonian,” 


{ 
Atlantic Dealer,” and 


wuse Organs 


numerous 


Announce Changes on 
The National Provisioner" 


I. Norton has been appointed man- 
yt the Western sales office of The 
nal Provisioner, with headquarters at 
home ofhce at Chicago. H. W. 


necke will have charge of the Cleve- 
‘fice and A. W. B. Laffey continues 


inager of the Eastern territory with 


iquarters at New York. 








Milestones 


in Publishing 
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American Hairdresser, New York, has 
been purchased by the Tradepress Pub- 
lishing Corporation, New York and Chi- 
cago. No changes in the personnel are 
contemplated. The company also pub 
lishes Rock Products and Barrel & Box @ 
Packages 

a 

Patterson Publishing Company, Chi 
cago, has launched School wy College 
Cafeteria to cover the food service prob- 
lems of educational institutions. The pub- 
lication is an outgrowth of a department 
published in The American Restaurant 
Magazine, which in turn was the result 
of a merger with the original publication, 
School Feeding 

* 

Lanes, published by 
News, Inc., Portland, Ore., since 1932 in 
tabloid newspaper form, has been rede- 
signed to a standard magazine size publi- 
cation with colored cover. The editorial 
content will continue to be handled in 
news style 


Trade Shipping 


a 
As a supplement to the regular edition 
of The American Paper Merchant for 
April, Howard Publishing Company, Chi- 
cago, issued a fifty-page, mechanical bound 
book, “In Old Chicago,” giving the his- 
tory of Chicago fine paper merchants for 
the past century 
+ 
With the April issue, Food Industries 
inaugurated a new cover design which 
will incorporate a series of illustrations 
showing the homes of famous foods 
7 
American Hotel Association has an- 
nounced publication of the 1938 Hotel 
Red Book with advertising volume exceed- 


ing that in any other edition since its 
establishment in 1886 
+ 

Effective with the June issue, Paper 


World. pictorial newsmagazine in the pulp 
and paper field, and The Paper Industry 
both Fritz publications, are to be combined 
and known as The Paper Industry and 
Paper World 
a 

William Margolis has purchased a group 
of liquor publications from Atlas Publish- 
ing Company, New York. The sale in- 
volves the American Wine © Liquor 
Journal, Wine & Liquor Retailer and Red 
Book Directory of the Liquor Trades. Mr 
Margolis has been general manager for 
these publications 

° 

Vol. 1, No. 1, The Illinois Editor, was 
published last month at Mascoutah, III 
Arthur D. Jenkins is editor. The pub- 
lishers are interested in the Southern Illi- 
Editorial Association Size, 6x9 

printed in two colors 


nois 
inches; 


Nelson Will Go to Houston 


Tom W. Nelson, manager of the Chi 
cago office of The Gulf Publishing Com- 
pany, has been transferred to the com- 
pany’s headquarters office at Houston, 
Texas. He will be succeeded at Chicago 
by H. G. Fitzpatrick who has been doing 
special work for the publisher from the 
New York and Pittsburgh offices 


MEAT PACKING 
NATION'S [ST INDUSTRY 





Bright spot among 
industrial markets! 


The Meat Packer is your best sales pros- 
pect! Whether you sell electrical, me- 
chanical or hydraulic equipment—whether 
it is used for production, handling or 
control—the meat packing field is your 
best in-the-market field to cover. 


The meat industry, with production unaf- 
fected by business conditions or other 
factors, is buying yours or a competitors’ 
product every day of the year. Find out 
now where you fit into the field. 

This industry—greatest in the country—is 
covered effectively by only one publica- 
tion—THE NATIONAL PROVISIONER. 
Get the details! 


@ diy 


p THE NATIONAL 


rovisioner 


407 S. Dearborn St., Chicago, Ill. 
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Sales Letters 


pictures of men, women and even 
children wearing gas masks, that the 
recent letter (B) from Mine Safety 
Appliance Company, with its dra- 
matic pictorial enclosure, did not 
startle us unduly. Nevertheless, we 
read the letter through not once, but 
‘wice—tfor there is real meat in it! 
Written in a style, just breezy and 
light enough to skirt the border of 
flippancy, it packs a punch that I 
cannot help but like. 

Can’t you just visualize one of the 
MSA salesmen talking to you exactly 
in the words of that letter? He 
wouldn’t have to change a single word 
to speak it into a logical and free- 
going sales talk. 

We need more and more letters that 
read as we would talk were we there 
in person to speak face to face to the 
prospective user of our product! 

Orchids to you, MSA, and although 
you are selling a protection against 
dangerous gases, there’s nothing over- 
coming in your letter, except the cul- 
tivation of a desire on the part of the 


reader, to “take you up.” 


Tell Where to Find Things 
In Your New Catalog 


Granted that we are all human to 
some degree—isn’t it helpful when 
you get a letter along with a bulky 
piece of new literature which cheer- 
fully highspots or calls attention to 
the most important features in the 
new printed piece you are asked to 
read? I always feel that way. It 
gives the advertiser a subtle oppor- 
tunity to reiterate or point out again 
the special features of his product. 

Yet, I have just looked through a 
dozen or more letters obviously sent 
out with catalogs, and in nary a 
one do I find such a help. In effect, 
they all say: “Here’s the catalog you 
requested. Your perusal of it will be 
appreciated. Please file it among your 
precious papers. Any additional in- 
formation you need will be gladly 
furnished on your request.” 

After having read those letters, if | 
did stop that long, on their way to 
the wastebasket—what did it thrill 
me to do? What an opportunity 
missed! And how often does it hap- 


pen! 


46 
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Check That Important 
Paragraph! 


Have you a paragraph in your let- 
ter that you particularly want the 
reader to notice—to which you espe- 
cially wish to draw his attention? 
Yes? Then, why not do so by a meth- 
od as simple as the one effectively 
used by The Heinn Company, well- 
known loose leaf binder manufactur- 
ers in one of its recent letters? 

You read down three or four para- 
graphs, and coming to one before the 
closing, you find a simple pen and 
ink check mark before it out in the 
left-hand margin. The copy sug- 
gests “checking into” this subject of 
the letter and the tie-up is a perfect 
one. 

Letters. need not be elaborate af- 
fairs in many colors like Joseph’s 
coat—but so often we neglect to give 
them /ittle touches that may mean 
the difference between mediocrity and 
an outstanding success. Therefore, 
CHECK yourself on the next letter 
you put out to see, if by the use of 
some simple /i¢tle thing, you cannot 
give it an additional spark of human- 
ness that can mean so much. 


How Are Returns Stacking 
Up This Year? 


Along this same thought of consis- 
tency, I have been impressed in my 
own sales letter efforts this spring 
with one big fact. That is this—that 
returns hold up best in times like 
these, from lists on which you have 
been doing a consistent job year after 
year. 

It is a splendid testimonial for con- 


sistency in sales letter work! 
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Industrial 
expositions 


June 6-10. Flour Mill Machinery & Mill 
Supplies Exhibit Assn. of Operative 
Millers, Nicollett Hotel, Minneapolli 
Minn 

June 7-10. National Confectioners Assc 
ciation of the United States, Waldorf- 
Astoria Hotel, New York. Max F. Bur- 
ger, Sec., 224 S. Michigan Ave., Chi 
cago. 

June 20-23. National Association of 
Building Owners & Managers, Schroe- 
der Hotel, Milwaukee. Robert B. Beach, 
Sec., 134 S. LaSalle St., Chicago. 

June 20-23. National Conference on Vis- 
ual Education, Francis W. Parker 
School, Chicago 

June 20-23. American Seed Trade Asso- 
ciation, Detroit. C. E. Kendel, Sec., 
P.O. Box 6545, Cleveland 

Aug. 29-Sept. 3. Power Show and Me- 
chanical Exposition, National Associa- 
tion of Power Engineers, Civic Audi- 
torium, Grand Rapids, Mich 

Sept. 17-22. American Transit Associa- 
tion, Auditorium, Atlantic City, N. J. 
G. C. Hecker, Gen. Sec., 292 Madison 
Ave., New York 

Sept. 21-23. National Industrial Adver- 
tisers Association, Statler Hotel, Cleve- 
land, O. M. R. Webster, 100 E. Ohio 
St., Chicago 

Sept. 27-30. Iron & Steel Exposition, 
Public Auditorium, Cleveland, Ohio. 

Sept. 28-30. Direct Mail Advertising 
Association, Hotel Stevens, Chicago. 

Oct. 3-5. American Public Works Asso- 
ciation, New York. Frank W. Herring, 
Sec.. 850 E. 58th St., Chicago 

Oct. 3-7. Twentieth Annual National 
Restaurant Association Ex position, 
American Furniture Mart Bldg., Chi- 
cago 

Oct. 8-15. National Dairy Show, Colum- 
bus, O. Lloyd Burlingham, Secretary, 
Deshler-Wallick Hotel, Columbus, O. 

Oct. 10-14. National Safety Congress & 
Exposition, Chicago 

Oct. 17-21. American Welding Society, 
Convention Hall, Detroit. M. M. Kelly, 
Sec., 33 W. 39th St., New York. 

Oct. 18-20. American Railway Bridge & 
Building Association — Bridge and 
Building Supply Men's Association, 
Stevens Hotel, Chicago. C. A. Lichty, 
Sec., 319 N. Waller Ave., Chicago 

Oct. 18-21. U. S. Independent Tele- 
phone Association, Stevens Hotel, Chi- 
cago. Louis Pitcher, Exec. V.-P., 616 
S. Michigan Ave., Chicago 

Oct. 24-28. Twenty-third National Hotel 
Exposition, Grand Central Palace, New 
York. Fred W. Payne, Manager, 221 
W. 57th St.. New York 

Oct. 25-27. Railway Electric Supply 
Manufacturers Association, Sherman 
Hotel, Chicago John McC. Price, 
Sec.. 600 W. Jackson Blvd., Chicago 

Nov. 1-4. National Association of Ice 
Industries, Mayflower Hotel, Washing- 
ton. D. C. Mount Taylor, Sec., 228 
N. La Salle St.. Chicago 

Nov. 11. National Automobile Show, 
Grand Central Palace, New York. 

Dec. 4-9. Exposition of Chemical Indus: 
tries, Grand Central Palace, New York 
Charles F. Roth. Mgr., Grand Central 
Palace, New York 
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Advertising in Business 


Papers Continues to Lag 
@ REVISION of budgets for the second 
quarter of the year are reflected in the 
ertising volume in May issues of bus- 
papers. Display space in sixty-eight 
strial papers for the month was down 
3 per cent below 


but volume 


issues of a year 
the period to date 


tinued to show favorably with a dif- 
nce of only 9.9 per cent off from the 


t hve months of 1937. 





ADVERTISING VOLUME FOR MAY ISSUES OF 
INDUSTRIAL, TRADE AND CLASS PAPERS 


cent compared with the 1937 period 
p Pp 
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all publications are monthlies 
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Advertising Age (w)... +83 +136 
American Funeral Director 57 66 
American Restaurant .... 67 67 
Hospital Management ... x17 x17 
Hotel Management ..... 66 75 
Modern Hospital ....... 83 98 
Modern Medicine ....... 59 60 
Nation’s Schools ........ 34 46 
Oral Hvoiene ........ ‘ 110 110 
Trafic World (w)....... §54 +84 


Terre TT ee 630 759 

*Includes special issue. xIncludes classi- 
fied advertising. §Last issue estimated 
+Five issues. Three issues 


Advertising volume in May issues of 
twenty-one trade papers was 22.86 per 
cent short of the 1937 issues. The de- 
crease for the comparable first five months 
was 12.66 per cent 

The ten class papers reported a stop in 
their downward trend with the decrease 
for May issues reaching only seventeen 
per cent, whereas April issues were down 
19.08 per cent. Volume for the first five 
months of this year was off only 11.11 per 
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INDUSTRIAL EQUIPMENT NEWS 


. . - doesn’t sell “Pages” so 
cannot be listed . . . its STAND- 
ARD unit is its 1/9th page and 
“For the Record” it carries 350 
to 378 1/9th “pages” monthly, 
giving it outstanding leader- 
ship in the number of adver- 
tisers using it to reach active 
plant-operating men in industry. 


« 


52,000 plant operating coverage 
for only $79 to $85 a month 
PLUS tangible advertising RE- 
SULTS . .. Write for a copy of 
the “IEN Plan”. 


« 
INDUSTRIAL EQUIPMENT NEWS 
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“INDUSTRY'S WHAT’S NEW SERVICE” 


461 EIGHTH AVE. 
NEW YORK CITY 




















P siQ 


PREFERRED 


Impartial analysis of 


Producer Circulation 
Market Coverage 
Reader Interest 
Editorial Policy 

and Modern Format 


has made Pit and Quarry a prepon- 
derant choice of advertising agencies 
and advertising managers for major 
publicity campaigns. That is why Pit 
and Quarry continues to forge ahead 
in volume of advertising and quality 
and quantity of distribution. 


a 
\ a 
Largest ' 3 
net paid | 






Write for 

a survey 

producer | of your 
circula- \\ market— 

tion in \\ free on 

the field. av request, 
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PIT and QUARRY 


907 Rand McNally Bldg., Chicago 
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Launching 


American Screw is one company 


that is tying itself to this codpera- 


tive with an independent campaign 
of its own, using dominating color 
spreads and pages in Automotive In- 
Electrical 
Furniture Manufacturer, Hardware 
Age, Hardware World, The Iron Age, 
Mill & Factory, Mill Supplies, Prod- 


uct Enginecring, Purchasing, South- 


Wood Products. 


For American, the name American 
PI l 'S Sc reuws Was decided 


three reasons: 


dustries, Manufacturing, 


ern Hardware, and 


upon for 
First, the tapered re- 
cess 7s plus-shaped; second, such a 
name could be utilized to show the 
plus advantage of this screw against 
the minus features of the conventional 
slotted head screw; third, the name 
doubles the value of the codperative 
basic sales idea . . . becoming: Amer- 
ican PLUS Screws Gain Time, Guide 


Work. 


more selling features 


Driver, Guard 
Here 


that were built 


follow 
around the idea: 

In space advertising, American of- 
fered a sample kit of screws and driv- 
$1.00, and were inter- 


ers for men 


ested enough to send in their dollar 


bills 


had the new basic sales idea on it. 


They got the kit which, itself, 


A new shipping package was made 
more convenient for stockroom clerks 
to use. It had the idea designed 


into it. 


Thousands of four and six-page 
American’s 
Electrical, De- 


sign, Woodworking and Transporta- 


three-color folders for 


primary markets of 
a general folder— 
And let- 
terheads, the envelopes that carry the 


tion——as W ell as 


were built around the idea. 


letters, invoices, gummed tape 

every possible vehicle is used to let 
Plus 
Screws with the patented “Phillips 
Head” 
Guard 


no man _ forget: American 


Gain Time, Guide 


Work. 


In addition, a 


Recessed 
Driver, 
planned publicity 
campaign that cashed in on the news 
value of the product was created. So 
was a new American PLUS Plan for 
jobbers, with a new price structure, 
a new jobber policy, and plenty of 
facts that showed turnover possibili- 
ties on the PLUS screw. 


torial 


(No terri- 


arrangements were made with 


the licensees, they are free to sell 


where and to whom they can.) 
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Figuning 
MINUS or PLUS 
Conventiona/ American Plus 
Slotted Head Screw Screw 
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Work Surrers! Guaros Work! 
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A page from the dealer portfolio 
which gave a detailed explanation of 
all factors of the American Plus 
screw campaign and the sales idea 


Space was contracted for in a half 


dozen trade shows, where the basic 


sales idea will be made the central 


motive. 

And last, but hardly least, a direct 
mail campaign was built around the 
idea. 

Then each and every one of these 
factors was tied into a package that 
American 


became a portfolio for 


Screw salesmen to us. Page after 
page is devoted to large, easily read 
type that boldly compares PLUS ver- 
sus minus qualities. As the prospec- 
tive distributor reads on, he is hit 
with pre-prints of the advertising. . . 
folders he 


with news 


with copies of the may 
use for Ais customers 
about the sample kit, new package, 
publicity, direct mail . . . and the 
new PLUS plan that can be his if he 
wants it. 

This portfolio itself was sold to 
American Screw salesmen in a meet- 
ing where it was explained to them 
in the light of how it was tied into 


The 


also used to sell the 


the advertising. occasion was 
salesmen—not 
only on the campaign—but on the 
A large presenta- 


product as well. 


tion featuring PLUS and minus qual- 


purpose 


. and this presentation is now being 


ities of screws served this 


used to crack large accounts for 
American Screw. 

That salesmen could use this kind 
of advertising in selling was signifi- 
cantly proved when they signed up 
jobber 


their first 


almost six figures worth of 
American in 


business for 










ninety days and they’re still goin 
strong. 


So a campaign was spawned, not 
some might suspect, from one accoun 
rather 


executive, but from a pla: 


board of executives who lent the 


varied talents and ideas to the account 
. and who brought it along from it 
first hesitant, groping stages to its 


Without 


this group thinking on the advertis 


final, compact, sellful form. 


ing, it might easily have become 
something entirely unlike the careful 


reasonable job that salesmen can use 
And without the clear thinking ot 


this group, and its keen marketing 
sense, the Phillips recessed head screw 
still might be 


hole 


straighten themselves out.” 


resting snugly in 


pigeon waiting “until things 

The success of this one campaign 
alone, if no others, should emphasize 
the opportunities awaiting far-vi- 
sioned, aggressive, marketing-minded 


It should be sig- 


nificant of the effectiveness of indus- 


business executives. 


trial advertising when put to definite 
use for products which have their 
sales reasons interpreted in terms of 
user interest and benefits. 
“Depression” and “recession” more 
nearly could be cast out of the busi- 
ness dictionary, if industry would give 
more thought to product improvement 
and merchandising, and less to some 
of the more emotional activities which 
seem to gain a large share of its atten- 
tion. It’s high time that industrial 
executives awaken to the 


advertising that interprets their prod- 


power ot 


q 


ucts in terms of interests and 


benefits. 


user 





Bert Graff Dies 
In Auto Accident 


Bert R. Graff, advertising manager 
Creamery Package Mfg. Company, C! 
cago, died May 3, when a car in which he 
was a passenger overturned near Lak« 
Geneva, Wis. He had journeyed to the 
company's Lake Mills, Wis., plant to make 
photographs, and was returning with the 
photographer when the accident occurred 

Mr. Graff, who was thirty-five years old 

sh; 


had been in « 


urge of advertising anc 
sales promotion for Creamery Package 
Mfg. Company since 1925. He was active 
in both the Engineering Advertisers As 
sociation and National Industrial Adver 
tisers Association. He served as treasurer 
of the former from 1933 to 1934, and was 
chairman of the registration committee tor 
the N. I. A. A. convention held in Cl} 
cago in 1937. 

His death makes a widow 
two months 

J. H. Godfrey, director of publicity, has 
assumed charge of advertising at Crean 
ery Package, following Mr. Graff's deat! 


of a bride 
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Movies 


ird the segregation of the two types 
films. 

The remarks, penned at the foot 
returned, 


several questionnaires 


ng out these reactions of indus- 


advertisers using motion pic- 


1 

res. 

Answering the question, ‘““What is 
your latest film release, and to what 
oups is this film available?” one 
publicity man “Over the 
Counter and Off the Shelf’ is our 


replied: 


itest—a sound and color movie re- 
packaging — available to 
In this 


case, as in many others, an intensely 


ting to 


sales and advertising groups.” 


specialized appeal has been put forth 
an appeal direct to executives. 

Other industrials answering the 
questionnaires have just begun to en- 
tertain the idea of making their 
own films of the company’s own ac- 

vities — with varying degreees of 
SUCCESS. 

“Making Good Shoes Better” also 
comes in the category of specialized 
films intended purely for industrial 
use. The professional and _ technical 
viewpoints of this picture, made by 
Pierce & Stevens, manufacturers of 
shoe cementing equipment, is main- 
tained throughout, and the consumer 
viewpoint is almost completely elimi- 
nated, except in showing how accept- 
ibility, appearance and utility of well- 
cemented shoes bring consumer sales. 
It is a splendid picture which brings 
out vividly the newer trend of spe- 
cialization in industrial films as op- 
posed to the “general purpose” treat- 
ment, in which attempts are made to 
nclude viewpoints of both seller and 
buyer. 

The Calumet Refining Company, 
Chicago, will release in the near fu- 
ture a forty-five-minute show which 
is strictly intended for dealer use, 
with its appeal directed solely to re- 
llers of Calumet products. The pro- 
called “The Open Book,” 


pictures the facilities and methods of 


Se 


duction, 


he Calumet Refining Company. It 
brings out certain exclusive features 
of laboratory testing and _ control 
technique, distillation, routine proce- 
“follow 


dures, and a_ systematic 


through” of all procedures—giving 
the dealer and prospective dealer ac- 
tually a course in the production of 
high-grade, distilled 


vacuum petro- 
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leum products of Calumet manufac- 
ture. 

Here, again, the tendency toward 
specialized films of the single purpose 
type is exemplified. Production costs 
are no longer a factor of major con- 
siderations, as this type of production 
can be made by the company’s own 
staff—which, after all, knows best 
its own technical problems of manu- 
facture and the points that should 
be brought out for the benefit of 
representatives and re-sellers. 

As in the case of the Calumet Re- 
fining Company, many concerns pro- 
ducing their own films have found 
this procedure a practical one, with 
picture 


the codperation of motion 


equipment manufacturers providing 


supervisory and consultation services. 
“Our 
school, civic consumption have in the 


educational pictures for 
past year been made purely as educa- 
tionals, with, of course, a certain 
amount of unobjectionable advertising 
in them.” An advertising director 
of one of the country’s large automo- 
tive manufacturing concerns thus ex- 
presses his views on the subject of 
specialized films, answering ‘the query 
on types of production now being 
used. 

“We do not favor all-purpose ver- 
sions any longer. Technicals are made 
by our own film departments, as are 
also many of our sales training films. 
They are not fancy, Hollywood-style 
unembroidered, 


tional films, which are serving their 


films—just instruc- 
purpose very well. We believe the 
producers are in a better position to 
handle ‘romance’ films and narratives 
requiring complicated sets and com- 
plicated camera technique.” 





Goodrich Promotes Two 


William S. Richardson, merchandising 
manager of The B. F. Goodrich Company 
mechanical goods division, has been named 
general sales manager of the same divi- 
s10n, succeeding the late C. E. Cook 

L. H. Chenoweth, with Goodrich in 
mechanical goods sales capacities since 
shortly after his graduation from Harvard 
University in 1912, becomes merchandis- 
ing manager. He had been assistant mer- 
chandising manager of the division since 
1931 


Baers Elected Secretary 


Walter H. Baers has been elected secre- 
tary of The Buchen Company, Chicago 
He has been associated with the agency for 
over twelve years, having served as man- 
ager of the Philadelphia branch and in a 
copy and contact capacity in the Chicago 
( fhce 
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this same confidence 
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advertised products 
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THE WELDING ENGINEER 


608 S. Dearborn St. Chicago, Ill. 





















AUTHORITY ON MANAGE- 
MENT, ENGINEERING, 
MAINTENANCE 
THE “LIVE” PUBLICATION 
IN THE $5 BILLION DOLLAR’ 

TELEPHONE INDUSTRY. 
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Turn To This NECESSITY Field for SALES 


TOW is the time to study your possibilities— 
NOW is the time to ACT. Here is a field 

that MUST buy and CAN buy and IS buying. 
Let us help you study ° 
your sales possibilities Ik Plant 
in this field. This A.B.C. Mi 
paper is read by proces- Monthly 
sors and distributors of 
milk. GO AFTER this 327 So. LaSalle St. 
field. Write today. CHICAGO 








PORTABLE 
EXHIBIT 
Backgrounds 
15’ Spread x 84’ 


IN COLORFUL 
Crushed Plush 


CAMDEN &CO. 
160 N. Wells St. 
Chicago 
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Trends 


A review of conditions within industries which influence industrial 


marketing procedure, written by editors of business papers 





Things Are Humming 
In Design Engineering 


@ A MOST significant thing today 
is that 
busier than ever in the development 
of new designs. I just returned from 
a trip to Cleveland and while there 
was told by the vice-president in 
charge of engineering of one of the 
machine tool builders that during the 
past few months they increased the 
number of men in their engineering 
department. The reason is that they 
are looking forward to a return of 
activity and want to be ready with 
new models as soon as the market 
opens. 

Recently we also uncovered an in- 
teresting item with reference to the 
use of plastic molded parts in auto- 
mobiles In automotive circles it is 
said that Ford will have a molded 
plastic instrument board in the new 
models. Also that Ford is experi- 
menting with the possibility of mak- 
ing a one-piece molded plastic auto- 
mobile door. This is merely another 
indication of the fact that insofar as 


the design of products is concerned 


[CONTINUED FROM PaGE 21] 


Distributors 


tion within his normal trading area. 
1 manufacturer has a right to expect 
selling effort by his distributors, and 
unless I miss my guess he will get it. 
If I were a distributor, I would not 
handle the line of a manufacturer 
who does not protect his own mill 
supply distributors against cutting in 
by outside houses serving an entirely 
different class of buyers. A distribu- 
tor seeking business outside his nor- 
mal trade is as bad as a distributor 
going outside his own normal trading 
area. 
“hitch-hiker” 


There is nothing he likes 


Here is where the 
bobs up. 
better than to be able to get extreme 
prices on a line that has been estab- 


How 


easy it is for him to ride along on the 


lished by another distributor. 


other man’s work. But how short 
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engineering departments are 


there is never anything static. De- 
signs are changing all the time 
whether we are having good business 
or bad business. 

A spring manufacturer says there 
is considerable activity in trying to 
change over to beryllium copper 
springs for the spring brushes on elec- 
tric motors. 

There seems to have been excep- 
tional activity in the redesign of 
products for better appearance. The 
striking part is that products such 
as portable air compressors for the 
construction field, machine tools and 
similar equipment that formerly was 
designed without regard to appear- 
ance is now being redesigned with 
good appearance as the prime consid- 
eration. One manufacturer of gear 
cutters has put a large section of his 
engineering department on the job 
redesigning their whole line of ma- 
chines solely to improve the appear- 
ance. The LeRoi Company, Milwau- 
kee, just recently announced its new 
portable air compressor completely re- 
designed for appearance.—G. F. Nor- 
DENHOLT, Editor, Product Engineer- 


mg. 


sighted of the manufacturer for let- 
ting him do it. 

Many manufacturers will do well to 
give consideration to not increasing 
their outlets, except where they have 
none. Furthermore, some will do well 
to consider reducing their outlets. I 
have a friend who is head of a large 
office equipment company who made 
a twenty-five per cent reduction in 
his outlets and increased his volume 
by thirteen per cent. 

A short time ago I was with two 
fine distributors who were discussing 
a well known manufacturer and one 
of them pulled some change from his 
pocket, held it up and said, ‘““Anyone 
with that much money can become 
his distributor—many of us feel that 
we must stock his product but who 
Think of having dis- 


over the country not 


would sell it?” 
tributors all 
caring whether they sell your prod- 
ucts or not. 


So far as selective distribution is 





concerned, we have not had to give 


much consideration to the law—w 
can still select our customers. 


But the law does enter into most 
everything else that has to do with 
selling. For a great many years we 
have believed in certain things that 
now the law says we must do. The 
federal government has _ established 
levels for us: 

(a) Jobbers 

(b) Industrial Supply Distributors 

—Retailers—Consumers 


The government tells us we may 
but 


if we adopt the other policy we must 





sell everyone at the same price 


differentiate between these three classes 
in our prices. Yet we cannot, except 
under very close limits, quote differ- 
ent prices to different members of the 
same classification. 

The government says we must pro- 
tect the jobber by quoting the con- 
sumer a higher price—then goes on to 
make an exception in the case of the 
government itself. Is not the gov- 
ernment a consumer? A large con- 
However, on industrial sup- 
plies I doubt if it is larger than the 
railroads—or than the automotive in- 
Why should the 
government buy at a lower price level 
than those industries? What is the 
That is the only 
Why should 


not the government want and demand 


sumer? 


dustry for instance. 


government level? 
thing we don’t know. 


that it buy industrial supplies from 
through 
on a basis that will allow both to 
In these days of tax- 
ation the government would get its 


manufacturers distributors 


make a profit? 


discount through its tax and at the 
same time would be helping both dis- 
tributor and manufacturer to employ 
labor, make a profit, pay more taxes 
and distribute wealth. Furthermore, 
the government with its vast organ- 
ization has plants and buying offices 
in every section of the country—de- 
pending on local distributors for its 
local urgent requirements but ignor- 
ing them on the large purchases. 

I believe the government in the 
long run tries to be fair, fair in buy- 
ing and fair in merchandising. Assum- 
ing that to be the case, the govern- 
ment should establish some basis of 
fairness—and put its buying of sup- 
plies on a basis where we can all make 
a profit. 

Yet just at the point where it could 
be the greatest help—it tempts manu- 
facturers to do business for nothing. 

(Continued on Page 54) 
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New Jersey Marketers 
Make Bailey President 
Ir dustrial Marketers of New Jersey has 


sen Kenneth W. Bailey, advertising 
manager, Primary 
Battery Division, 


Thomas A. Edison, 
Inc., Bloomfield, N 
J . president to suc’ 


ceed Harry M. Car 


roll, advertising 
manager, Hyatt 
Bearings Division, 
General Motors 


Corporation, Harri- 
son. Mr. Bailey had 
been vice-president 
and pro- 


gram chairman. Mr 


sery ed as 





Carroll becomes a 

K. W. BAILEY director 
Other ofhcers 
ected at the May meeting were: Vice 


resident, Sidney Cassey, publicity direc- 


Weston Electric Instrument Corpo 
ration, Newark; treasurer, William W 
Gilbert, Watson-Stillman Company, Ro- 


| 
elle; secretary, Richard MHayes, ad 
vertising manager, Okonite Corporation, 


Passaic 
Directors: E. T. Nettleton, advertising 
unager, Calco Chemical Company, 


Bound Brook; Warren Hackenburg, ad- 
ertising division, Ingersoll-Rand, Phillips 





ohm. << 


- 
: 
a " 
; 


and Ferd A. Laile, Newark Printing 
Company, associate 

Fred H. Pinkerton, 
manager, Mechanical Goods Division, l 
S. Rubber Products Company, Inc., New 
York, talking on direct mail, urged the 
meeting to be more careful with compila- 
tion and maintenance of mailing lists, as- 
serting that accuracy of lists as deter 
mined by returned mail is not sufficient 
they should be checked by men in the 
field 


hy) y 
Oure, 


} 
Sales 


promotion 


St. Louis Meeting Devoted 
To Copy and The Copy Chasers 


Preceded by a talk on “More Power to 
Your Copy” by J. F. Kircher, vice-presi 
dent, Gardner Advertising Company, the 
St. Louis Industrial Marketing Council 
viewed the O.K. As Inserted sound slide 
film featuring The Copy Chasers, present 
ed by Ralph O. McGraw, editor, INDUs- 


TRIAL MARKETING, at an evening meeting 
May 19 
Mr. Kircher urged his listeners to get 


closer to the sales value of théir products 
and interpret them to their prospects in 
terms of benefits to the user. Consulta- 


tion with the salesmen and research in the 
field will provide plenty of material which 
will add power to copy, Mr. Kircher ad 
vised 

Full responsibility for results from busi 
ness paper advertising does not rest with 








Quar 
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Plans are being shaped og for the National Industrial Advertisers Associa- 


tion annual conference to 


e held at Cleveland, Sept. 21-23, which promises to 


be the biggest in the history of the association. Some of the committee chair- 
men are shown here working over details. Standing at left: H. H. Melville, 
Simmons-Boardman publications, transportation, and Stanley A. Knisely, 
Republic Steel Corporation, general conference chairman, check train and boat 
schedules. Around the table: R. E. Bandelow, The Caxton Company, panels; 
E. L. Oldham, Cleveland Rock Drill Company, publicity; Paul Teas, Paul Teas, 
Inc., finance; H. E. Van Petten, B. F. Goodrich Company, Akron, general 


committee; and E. B. Bossart, Bailey Meter Company, attendance promotion 
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N.L A. A. News 


What local chapters of the National Industrial 
Advertisers Association are doing and thinking about 


In the August issue of BLAST 
FURNACE AND STEEL PLANT 
the editorial contents will be 
devoted to a description of the 
South Works of the Carnegie- 
Illinois Steel Corporation. All 
departments will be described 
including blast furnaces, open 
hearth furnaces, power plants, 
rolling mills, maintenance, elec- 
trical, transportation, etc. 

We offer you the opportunity 
of tying in your sales message 
with this article. 


Forms close July 25th 


STEEL PUBLICATIONS. 


108 SMITHFIELD ST. 


PITTSBURGH, PENNA. 




















iar TRERTI 


FORGING 


Do you know that you 
can reach 4,000 key men in 
the operating and engi- 
neering departments of 
the heat-treating and forg- 
ing industries for $75.00 a 
month, a quality circulation 
guaranteed by the Con- 
trolled Circulation Audit 
of this publication? 


Published by 
STEEL PUBLICATIONS INC. 
108 Somithfield St. Pittsburgh, Pa. 


Heat Treating 


and Forging 


eRe caro ORES on cecemaaTe 
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Industrial Advertising Council of Pittsburgh listened to a dramatized presen- 
tation on the value of well-planned trade show exhibits which was produced by 
Gardner Displays with this animated miniature display. The lips and actions of 
the figures are synchronized with a sound recording and the figure at the left 
gives the sales story and answers questions propounded by other members of 
cast while colored transparencies in panel above his head continue to change 


he business paper publishers, Mr. Me 
Graw declared, but rather with the ad 
vertisers in providing effective copy which 
will stimulate the reader to some kind of 
action which eventually results in buying 
Advertisers, he pointed out, should not 
overlook the changing audience represent 
ed in business paper circulation; and be 
cause of it, each piece of copy should be 
designed to do an impressive selling job 


1 


without reliance what has gone before 
- 


or 18 to tollow in the ( mplete campaign 


Baldwin Will Pilot 
New England Industrials 


Technical Advertising Association, Bos 
n I elected Roy D Baldwin, adver 
tising manager, Si 
monds Saw & Steel 
Company, Fitch 
burg, Mass., presi 
dent, succeeding A 
R. Keene, advertis 
ing manager, Pneu 
matic Scale Corpo 
ration, Norfolk 
Downs, Mass 
Frederick &- 
Noyes, account ex 
ecutive, Larchar 
Horton Company, 
Providence eS. R I ° 
has been made vice 
president, while | 
F. Cashen, Grinnell 


. . 
oO as 





R. D. BALDWIN 


Company, Provi 
lence, will serve another term as secre 
tary-treasurer. The new officers will be in 
talled at the annual outing June 8, at 
Plymouth Country Club, Plymouth, Mass 


Promoting Sale of Staples 
And Intangibles Outlined 


The key t successful advertising ot 
staple commodities is to hr d some hidden 
quality which will be of interest to the 
prospect and tie the campaign around it 


Keith | Evans advertising manag 
Joseph T. Ryerson & Son, Inc., told E: 
gineering Advertisers Association, Chi 
cago, at its May eeting. Mr. Evans 


i¢ tailed the sti ps eading up to the Ryer 


n Certihed Steel campaign which his 

mpany inched last fall (See IM 
Nov. °37, p. 24: Jas 38, p. 13.) 

In promot the ile of staples, Mr 
Evans cautioned against the danger of 
straining to tell something new about the 
product whi frequently leads to ur 

ut! It the statement is too weak, it 
will not be effective: whereas. if it is too 


il 1e€ market due 


TICE ( es 


sions to offset the claims of superiority 

The meeting was warned against use of 
high pressure selling for intangibles by 
W. W. Gilmore, Burnet-Kuhn Advertis 
ing Company, who said it inevitably ends 
up with a headache. Every sales program, 
he advised, should be based on a founda- 
tion of fundamental facts. Mr. Gilmore 
criticized a great portion of industrial ad 
vertising for its lack of sales value and 
asserted that unless the halo is removed 
from advertising, advertising managers 
will revert to mere clerks. To forestall 
this, he suggested that advertising men 
make a study of their businesses and 
products and find out what they are all 
about so as to be able to put real sales 
ideas into their copy which will produce 
results and thereby justify the advertising 
expenditure 


Cumberland Valley 
May Join N. 1. A. A. 
The Cumberland Valley Industrial Ad 


vertisers has issued a colorful and elab 
orately lithographed brochure announcing 
a meeting at Gettysburg, Pa., for June 7 
at which the group plans to take favor 
able action on becoming a chapter of the 
National Industrial Advertisers Associa- 
tion. Terry Mitchell, advertising mana 
ger, Frick Company, Waynesboro, Pa., 
is president of the group 

At a meeting of the group last month, 
Dr. R. § Saby, ot Gettysburg College, 
traced the growth in importance of adver- 
tising and emphasized the necessity of 
truth in advertising because of its func- 
tion to build confidence in a manufac- 
turer and his product 

Herbert V. Mercready, advertising 
manager, Magnus Chemical Company, 
Garwood, N. J., vice-chairman of the 
N.I.A.A. membership committee, gave a 
visual presentation of the purposes of the 
national association and its activities 


T. P. A. Closes Season; 
Plans Annual Outing 

The Technical Publicity Association, 
New York, closed its regular schedule of 
programs for the season May 9, with a 
symposium on “Today's Problems and 
Trends in Industry,” participated in by 
five business paper editors: James A. Lee, 
Chemical and Metallurgical Engineering 
Thomas S. Holden, The Architectural 
Record, Philip W. Swain, Power, J. H 
Van Deventer, The Iron Age, and Eric 
Hodgins, Fortune 

The annual all-day outing of the T.P.A 


will be held June 15 at the Plandome 








INDUSTRIAL MARKETING, June, 1938 





Country Club, Plandome, Long Island 
full program has been arranged by th 
committee headed by S. H. Quarles 
Power. 

Serving with Mr. Quarles on the out 
ing committee are: Roger L. Wensley 
president, G. M. Basford Company, New 
York industrial agency, who will officiat 
as toastmaster; C. M. Neighbors, Babcock 
& Wilcox Company, finances; H. B. Bo 
lander, Simmons-Boardman publication 
tickets and reservations; E. H. Bedell! 
McGraw-Hill Publishing Company, golf 
Vincent Clausen, E. T. Howard Con 
pany, tennis; H. W. Clarke, McGraw-Hill 
Publishing Company, regatta; C. H 
Ober, The Iron Age, prizes; and B. H 
Horchler, Ice Cream Trade Journal, pub 
licity 

The association is making distributior 
of an elaborate brochure, “TPA Facts,” 
which gives the history of the organiza 
tion, its objectives, achievements, and ex 
plains in detail the advantages of and how 
to become a member of the associatior 
The chapter's afhliation with the N.LA.A 
is emphasized and a list of other chapters 
and officers of the national association 
given. The book is part of the member 
ship committee's activity under directior 
of Keith B. Lydiard, of the Fred Gler 


Small agency 


Evans Succeeds Young, 
Toronto Chapter Head 


W. H. Evans, Minneapolis-Honeywell 
Regulator Co., Limited, Toronto, was 
elected president, 
Industrial Advertis 
ers Association 
Ontario, at the an 
nual meeting May 
27. Mr. Evans suc 
ceeds V R Young, 
Canadian General 
Electric Co., Ltd 

Other officers 
elected are: Vice 
president, D. B 
McWilliams, Dress 
er Mfg. Company, 
Ltd.; secretary, H 
L. Wright, Curtis 
Lighting of Canada, 
Limited; treasurer, 
J. G. Beare, Link-Belt Limited. Directors 
elected are: J. L. Frink, Square D Co., 
of Canada Ltd.; T. S. Glover, Russell T 
Kelley Ltd., Hamilton, and A. A. Bur- 
rows, Canadian Transportation, associate 
G. A. Brace, Ferranti Electric Ltd.; G. W 
Lawrence, Sangamo Co. Limited, filling 
two-year terms, and V. R. Young, retiring 
president, are other members of the board 
of directors 


W. H. EVANS 


Mathy Elected President 


San Francisco Group 

Advanced from the  vice-presidency 
Ernest L. Mathy, first vice-president, Vic 
tor Equipment Company, San Francisco, 
was elected president of Industrial Mar 
keters of Northern California at the an 
nual meeting last month Gordon W 
Montfort, Caterpillar Tractor Company, 
was elected vice-president and M. E 
Wank, of Wank & Wank, was re-elected 
secretary-treasurer 

As directors the following were elected 
with retiring president A. B. Mueller, ad 


vertising manager, The Paraffine Cos., 


Inc., ex officio taking a seat on the board 
R. T. Reinhardt, California Corrugated 
D’Evelyn 
and Clyde 


Culvert Company; Norman F 
D'Evelyn & Wadsworth, Inc., 







































Binns, publicity representative General 
tric Company. The new board will 
inize when meetings are resumed in 
tember 
Mr. Mathy was one of the organizers 
this group of sales and sales promotion 
utives. He has been active in busi 
s and industrial organizations in recent 
rs and is a past chairman, San Fran- 
section, American Welding Society 
is at present a member of its national 
rd He also has been active in the 
Francisco Sales Managers Associa 


Knisely Made Chief 
Of Cleveland Chapter 


Stanley A. Knisely, director of adver 
ng and sales promotion, Republic Steel 
Corporation, has 
elected presi 
t, Industrial 
Marketers of Cleve 
d, succeeding H 
E. Van Petten, ad 
ertising manager, 
Mi C hanical Goods 
Division, B. F 
Goodrich Company, 
Akron, O 
Paul Teas, head 
ot the agency bear 
his name, was 
lvanced from sec 
retary - treasurer to 
ice - president and 
will be succeeded 
in his former post by E. L 
Cleveland Rock Drill Company 
Three new members were elected to the 
ard of governors for three-year terms: 
|. L. Beltz, Thew Shovel Company, Lo 
©O., Paul Teas and E. L. Oldham 


S. A. KNISELY 


Oldham, 


Urges Factual Data 
Be Used in Advertising 


Only about one-eighth of industrial ad 
vertisements are based on performance 
data although it is known that buyers 
ire largely influenced by this type of sales 
ippeal, R. A. Stahl of A. C. Nielson 
Company, Chicago research organization, 
told the Milwaukee Association of Indus- 
trial Marketers last month. Mr. Stahl’s 
talk laid a factual background for the 
©. K. As Inserted sound slide film which 
was presented by Ralph O. McGraw, edi- 

INDUSTRIAL MARKETING, in which 
[he Copy Chasers beseech industrial ad- 

ertising men to make their copy do a 

lling iob 

Mr. Stahl showed with charts how sur- 
veys have indicated the preference for 

ctual performance data in advertising 

d sales literature. It may be used, he 
ud, to prove claims, answer objections, 

ure interviews, re-interest dead pros- 

ts, insure interviews on a call-back, and 
sell higher executives. All in all, he em- 
isized, performance information in ad- 
ertising reduces selling expense per dol- 
of sales 


Indiana Group Sees 
Movie on Exhibits 


A color motion picture showing steps 
in the construction of a typical display for 
in industrial trade show was viewed by 

Indiana Association of Industrial Ad 

rtisers last month in connection with a 
talk on the subject by Paul Schultz, chief 
designer, and Jack McLaughlin, represent- 
tive, Beck & Wall, Cleveland display 


lders 
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Kenyon Will Repeat 
In Presidential Chair 


Howard K. Kenyon, advertising man 
ager, Armco Culvert Manufacturers Asso- 
ciation, Middletown, 
O., will serve another 
term as president of 
Cincinnati Associa- 
tion of Industrial 
Marketers as a result 
of the election last 
month 

Other officers and 
directors selected to 
serve with Mr. Ken- 
yon are as follows: 
First vice - president, 
N. L. Hanna, adver- 
tising manager, Lodge 
& Shipley Machine 
Tool Company; sec- 
ond vice-president, Herman L. Klein, Cin- 
cinnati Milling Machine Company, re- 
elected; secretary and treasurer, Marion 
Curley, Westinghouse Electric & Mfg 
Company, re-elected. Active directors: 
Charles M. Reesey, Cincinnati Milling Ma- 
chine Company; R. N. Piper, Cincinnati 
Bickford Tool Company; associate direc 
tors: John H. Koch, Modern Machine 
Shop; D. M. Swormstedt, Signs of the 
Times 

A feature of the Cincinnati chapter's 
annual golf and dinner party, June 9, will 
be participation in a “Right or Wrong” 
broadcast in the evening over WCPO 





H. K. KENYON 


Issues Booklet , 


The Department of Commerce has 
just issued Market Research Series Num- 
ber 17, “Effect of City Water and Sew- 
erage Facilities on Industrial Markets.” 
This study of the water situation includes 
all cities of more than 20,000 population 
in the country, and detailed data on the 
water supply and delivery facilities are 
given for 434 separate cities as of Jan. 1, 
1937. This is a revised report of a similar 
survey of water resources of all cities of 
100,000 population and over in the 
United States in July, 1937. The price is 
ten cents. 


McGraw-Hill Elects 
Staehle Vice-President 


A. M. Staehle, who recently was made 
publisher of Factory Management © Main- 
tenance, has also been elected a vice-presi- 
dent of McGraw-Hill Publishing Com- 
pany. Mr. Staehle was sales manager of 
Engineering News-Record for a number of 
years 


Industrial Advertising 
Session at A.F.A. Meet, 


Detroit, June 14 

@ A SYMPOSIUM to crystallize and 
coérdinate the varying viewpoints of 
government, business and labor will be 
the chief feature of the industrial ad- 
vertising conference to be held at De- 
troit, Tuesday, June 14, as part of the 
Advertising Federation of 
convention and exposition, at Hotel 
Statler, June 12-16. The theme of 
the industrial meeting will be “A 
Common Road to Progress.” 


America 


The government viewpoint will be 
advanced by Donald R. Richberg, 
former NRA _ administrator, in his 
talk on “Team Work for Prosperity,” 
and L. G. Hines, director of organiza- 
tion, American Federation of Labor, 
will present the views of labor. 

Several industrial advertising men 
will appear on the direct mail session 
program, also on Tuesday. Lloyd El- 
lingwood, advertising manager, Toledo 
Scale Company, will talk on “How 
DIRECT Is It?”; H. W. Fortey, di- 
rector of advertising, The Warner & 
Swasey Company, Cleveland, ‘Dust- 
ing of Industrial Direct Mail”; and 
S. L. Banks, sales promotion manager, 
The McCaskey Register Company, 
Alliance, O., “Direct Advertising— 
Unvirnished Pump Priming for Per- 
sonal Selling.” 

The industrial advertising session is 
under the sponsorship of the Detroit 
Industrial Marketers of which E. C. 
Howell, advertising manager, The 
Carboloy Company, is president, and 
the Associated Business Papers, Inc. 
J. H. Van Deventer, editor, The Iron 
Age, will preside. 





Trittenbach to McAlear 

J. M. Trittenbach has joined McAlear 
Mfg. Company, valves and specialties, 
Chicago, as advertising manager. 
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The Only Exclusive Merchandising 
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| CONTINUED FROM Pace $0} 


Distributors 


Some manufacturers quote the gov- 
ernment prices that just include their 
overhead. It should not be necessary 
to quote such low prices. 

Why isn’t this organization a good 
one to start working out, with the 
government, a plan whereby the gov- 
ernment would expect to buy sup- 
plies of all kinds at a profit to man- 
ufacturer and distributor? 

I said the law has a great deal to 
do with many phases of selling. It 
does when it comes to suggested re- 
sale prices—yet there are effective 
ways within the law for an individual 
manufacturer suggesting his resale 
price and seeing that it is upheld. 

There is a difference of opinion as 
to who is responsible for the maintain- 
ing of resale prices. My own feeling 
is that it is up to the manufacturer. 
The manufacturer must set his sched- 
ule and then defend it. There is a 
difference between one who is respon- 
sible for breaking a resale price and 
one who has the responsibility of 
maintaining it. 

We have all heard many manufac- 
turers—some right here—in fact I 
heard Mr. Clark of the Norton Co. 
yesterday in the executive committee 
that they 
distributor as his salesman. 


meeting, say consider a 
Let me 
ask you, would you let anyone of your 
salesmen cut price? If you 


would, then you have no sales policy. 


your 


On the other hand, if you would not 
let a salesman cut your price—then 
why let a distributor? You can stop 
it—stop it effectively and legally. 

In justice to manufacturers it is 
almost always true that a resale price 
is broken down by some distributor 
before the manufacturer can possibly 
a thing about it. Then the 
damage is done. The efforts of months 


or years is broken up over night and 


k now 


without a minute’s chance for that 
manufacturer to defend himself until 
it is all over. Whose fault is that? 
It is the fault of 
But then is the time for the manufac- 
turer to prove whether he means “re- 
Then is the time when 


some distributor. 


sale”’ or not. 
price maintenance is directly on the 
shoulders of the manufacturer. In 


this case the manufacturer gets his 


regular price from the distributor, but 
How long un- 
der these circumstances will the man- 


the distributors lose. 
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ufacturer continue to secure or de- 
serve the interest and selling effort of 
his distributors? 

I have no sympathy with a manu- 
facturer who says, “We gave the dis- 
tributors a fine spread but they didn’t 
keep it.” Of course they didn’t, if 
they were allowed to give it away. 
I am not referring to the fine and, in 
most cases, successful distributors, but 
rather to the so-called ten per cent, 
the border bandit—whose entire life 
is made up of “sniping.” If a distrib- 
utor wants a profit, he must help his 
manufacturer to maintain 
his resale. He must do his part. No 
manufacturer is independent enough 
to afford losing a customer, but any 
enough to 


individual 


manufacturer is strong 
lose a price cutter. 
I say that 


announced 


Coming back to policy. 
a manufacturer with an 
policy has a very definite advantage 
over a competitor who does not an- 
nounce his. Furthermore, an an- 
nounced policy is a policeman in it- 
self, for surely no sensible manufac- 
turer would announce a policy then 
break it. Then’ we 
must realize that a policy once estab- 
lished must be defended and it cannot 
be defended by one who lives in a 


deliberately 


glass house. 

So, as far as profit is concerned, to 
you as manufacturers and profit to 
distributors, if all these other things 
are accomplished, profit just naturally 


follows. 


[CONTINUED FROM PaGE 26] 


Sales Manuals 


creating the sales manual itself is the 
problem of selling it to the sales force. 
The men must be sold not only on the 
initial reception of the manual, but 
also on the value of its continual use. 

A new sales manual deserves good 
advance publicity. A series of two or 
three letters may be sent out in ad- 
vance of the manual itself. At the 
same time, current correspondence, 
wherever apropos, may include men- 
tion of the new sales manual that will 
answer such and such a question. In 
sending out the sales manual to the 
men, the covering letter will tell the 
story of the manual pretty thoroughly 
and give suggestions as to its use. This 
should be followed up occasionally by 
other letters discussing specific ways 
and means of using the manual. 





On certain other occasions, such as 
personal meetings, conferences, con- 
ventions, etc., the sales manual ques- 
tion may be further followed up by 
checking with the salesmen on a ques- 
tion and answer basis. Also, in letters 
to salesmen that refer to definite prob- 
lems arising from time to time, it is a 
good idea to refer to the specific sec- 
tions or pages of the manual that deal 
with them. 


10. Miscellaneous 
Suggestions 

In addition to the index subjects 
previously listed, some of the subjects 
on which information and suggestions 
might be desirable are the following: 
Current objections and answers; im- 
portant questions of policy; examples 
of short cuts in selling; examples of 
sales strategy and initiative; inspira- 
tional articles; bulletins on important 
sales; names of big customers and their 
experiences; competitive conditions 
and practices; sales contests and ‘prizes; 
quotas and territories; new factory 
buildings and equipment; new branch 
offices; new shipping facilities, etc. 

Many minds are concerned with how 
and where to obtain the necessary ma- 
terial for sales manuals. A great many 
the home office will 
suggest themselves, such as the execu- 


sources around 


tive offices, advertising and sales de- 
partments, advertising agency, pro- 
duction department, traffic and ship- 
ping departments, laboratories and 
testing rooms, mailing rooms, photo- 
graph studios, etc. 

There are any number of ways of 
getting ideas at various meetings, con- 
ferences and conventions. There are 
outside sources that are occasionally 
worthy of consideration, such as news- 
paper and business paper articles; cur- 
rent events such as fairs, shows, ex- 
hibitions that tie in with the product; 
methods of competitors and competi- 
tive conditions in the field; market 
researches, etc. 

The general sales manual created for 
the sales force may be only one of sev- 
eral different types of manuals used in 
a large organization. There may be 
special manuals made up for jobbers, 
distributors, dealers, retailers, and for 
special industries. These will present 
specialized problems of their own; but 
even in some of their basic elements 
they all may be patterned along the 
lines of the general sales manual dis- 
cussed here. 
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In 1938--Keep Abreast of 


General Merchandising News 


Industrial Marketing covers the specialized field of marketing to 
industry for you. But, in this year especially, you should keep 
informed on the numerous developments in the general merchan- 
dising field which may profoundly affect your own sales and mer- 


chandising plans. 


The Federal Trade Commission and numerous other government 
agencies are busy defining and interpreting recently-enacted busi- 
ness legislation—changes in the technique of selling and merchan- 


dising are taking place every day. 


Keep informed of all these developments. Familiarize yourself 
with new thoughts, new trends, new ideas in the general merchan- 
dising field which may prove of definite assistance to you in your 


own work. 


There is one simple, easy way to keep yourself informed. Read 
ADVERTISING AGE, The National Newspaper of Advertising. This 
unusual weekly newspaper for the sales, merchandising and adver- 
tising executive brings you, each week, every important bit of mer- 
chandising news, every trend, every significant development that 


appears anywhere in the world. 


Get the ADVERTISING AGE habit now. Learn why more than 
14,000 merchandising and advertising executives find the publica- 


tion indispensable. 


ADVERTISING AGE 


The National Newspaper of Advertising 


ADVERTISING AGE 
100 E. Ohio St., Chicago 
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|| Index 
to RESEARCH } 


Useful information compiled by publishers and others, which can be secured 
“Industrial Marketing” 


without cost through 





or direct from the publishers 





281. Purchasing of Govern- 


ments in U.S. A, 


Foreign 


A list of permanent buying agencies 
of foreign governments in the United 
States. Published by Business Publish- 
ers International Corporation. 

282. Southern Markets. 

A monthly bulletin issued by W. R. 
C. Smith Publishing Company giving 
current information on business ac- 
tivity in the South as a guide to mar- 
keting efforts in that territory. 

268. Men who make Markets. 

This booklet issued by Chemical & 
Metallurgical Engineering contains 
pictures of leading chemical engineers 
and gives a description of their typi- 
cal activities and the products they 
make. 

222. Air Conditioning Trends. 


A monthly bulletin to interpret the 
sales side of the air conditioning in- 
dustry presenting trends and market 
canditions. Published by Heating, 
Piping and Air Conditioning and 
American Artisan. 


218. Markets in the Milk Field. 


A series of surveys by Milk Plant 
Monthly on the market for water- 
proof cement for concrete floors in 
milk plants, and the markets for 
orangeade, plant and salesman-driver 
uniforms, and water and acid-proof 
paints in the milk field. 

252. The Railway Market and Sales. 

This colorful and graphically illus- 
trated booklet gives factual market in- 
formation regarding the — various 
branches of railway activity and points 
out the considerable volume of railway 
buying that is needed. It also dis- 
cusses railway buying procedure. _Is- 
sued by Simmons-Boardman Publish- 
ing Corporation. 

256. Making Industrially-Used 
Products Easier to Buy. 

Organized buying information is 
the theme of this booklet which in- 
cludes standards of catalog design as 
to format and content; what manu- 
facturers’ catalogs should include; and 
the three steps which precede most in- 
dustrial buying, which emphasizes the 
importance of maintaining buying in- 
formation in offices of potential buy- 
ers. Published by Sweet’s Catalog 
Service. 
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246. Packingtown Has $3,000,000,- 
000 to Spend. 


This graphically illustrated brochure 
prepared by The National Provisioner 
defines and analyzes the meat packing 
industry and its buying habits, and the 
logical approach to it. 

270. There Is a Better Way. 

Chemical Engineering Catalog gives 
in this booklet the three musts for 
process industries sales, four tests for 
catalog value and market data cover- 
ing. the process industries, a $6,000,- 
000,000 market. 


197. Heating & Ventilating’s Market 
Data. 

A series of data sheets giving pro- 
duction, sales and marketing informa- 
tion about products sold in the heat- 
ing and ventilating market together 
with names of their manufacturers. 
Issued currently by Heating & Ventil- 
ating. 

277. 1938 Export Sales Quota Chart. 

An export sales chart to be used as 
a daily work-sheet by the export ex- 
ecutive for planning quotas, listing 
pertinent facts about distributors, ba- 
sis of sales, etc., and for comparisons 
between last year’s and current year’s 
sales. Prepared by Business Publish- 
ers International Corporation. 

265. 

This case bound book tells the fas- 
cinating story of the new type of 
aggressive, fearless business paper a 
lishing as practiced by Mill & 
tory, dedicated to exposure of activi- 
ties which undermine industry and 
to spotlight the racketeers who prey 
on the worker’s pay envelope. 

261. Your Mr. Smith-Smith. 

This unusual book emphasizes the 
thought that the successful selling 
effort and the successful publishing 
effort in the industrial field should be 
guided by the common objective to 
help the Mr. Smiths make more money 
by showing them how to make more 
The book 
has a useful check chart for selecting 
the money-making advantages of the 
product and the company to be adver- 
tised as a guide to writing effective 
copy. Issued by McGraw- Hill Pub- 


lishing Company. 


Influence. 


Fac - 


money for their companies. 
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